University of South Florida (USF) M3 Publishing

Co-Editors
Dr. Levent Altınay
Business School, Oxford Brooks University, UK
Dr. Osman. M. Karatepe
Faculty of Tourism, Eastern Mediterranean University, North Cyprus
Dr. Muharrem Tuna
Faculty of Tourism, Ankara Haci Bayram Veli University, Turkey

MTCON’22 PROCEEDINGS

ISSN: 2834-4731

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

Co-Editors
Dr. Levent Altınay
Business School, Oxford Brooks University, UK
Dr. Osman. M. Karatepe
Faculty of Tourism, Eastern Mediterranean University, North Cyprus
Dr. Muharrem Tuna
Faculty of Tourism, Ankara Haci Bayram Veli University, Turkey

ISSN: 2834-4731

*Authors are fully responsible for corrections of any typographical, copyrighted materials,
technical and content errors.

© USF M3 Publishing 2022
This work is subject to copyright. All rights are reserved by the Publisher, whether the whole or
part of the material is concerned, specifically the rights of translation, reprinting, reuse of
illustrations, recitation, broadcasting, reproduction on microfilms or in any other physical way,
and transmission or information storage and retrieval, electronic adaptation, computer software, or
by similar or dissimilar methodology now known or hereafter developed. The use of general
descriptive names, registered names, trademarks, service marks, etc. in this publication does not
simply, even in the absence of a specific statement, that such names are exempt from the relevant
protective laws and regulations and therefore free for general use. The publisher, the authors and
the editors are safe to assume that the advice and information in this book are believed to be true
and accurate at the date of publication. Neither the publisher nor the authors or the editors give a
warranty, express or implied, with respect to the material contained herein or for any errors or
omissions that may have been made. The publisher remains neutral with regard to jurisdictional
claims in published maps and institutional affiliations.
This imprint is published by USF M3 Publishing, LLC
The registered company address is: University of South Florida, 8350 N Tamiami Tr, Sarasota, FL
34243 USA.

University of South Florida (USF) M3 Publishing

Assistant Editors
Dr. Alaattin Başoda
Faculty of Tourism, Aksaray University, Turkey
Dr. Seden Doğan, Faculty of Tourism
Ondokuz Mayis University, Turkey
Dr. Muhittin Cavusoglu
The W. A. Franke College of Business, Northern Arizona University, USA

Editor Assistants
Basak Ozyurt
Faculty of Applied Science, Trakya University, Turkey
Gokhan Sener
Faculty of Tourism, Necmettin Erbakan University, Turkey
Sinan Baran Bayar
Institute of Social Sciences, Kirklareli University, Turkey

ISSN: 2834-4731

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

Table of Contents
The Importance of Logistics Village in the Aviation Industry ....................................................... 1

Nazanin Naderiaadib Alpler1, Naghmeh Naderiaadib Maasoglu2, and Foad Irani1 ............................. 1

Diversity in Unity: Assessing Food Image of a Multicultural Destination .................................... 2
Bipithalal Balakrishnan Nair ................................................................................................................. 2

The Perception of Hospitality and Tourism Students About Bloomberg
Terminal Application ...................................................................................................................... 3
Ayşegül Acar ........................................................................................................................................... 3

Factors and Motivators Determining Medical Tourism Inflow and Perceptions of
Medical Tourists in Famagusta, Cyprus ......................................................................................... 4
Ezgi Güllü and İlkay Yorganci ............................................................................................................... 4

What Makes Luxury Hotel Memorable: Content Analysis of View of Luxury
Hotel Guests .................................................................................................................................... 5

Umut Kadir Oguz1, Seza Zerman1, Chompupor Philaiwan2, and Samet Gokkaya1 ............................... 5

How Employees Perceive and (Dis)engage With “Green” Practices in Luxury Hotels ................. 6

Viachaslau Filimonau1 and Lixi Bai2 ..................................................................................................... 6

The Contribution of Tourism to Life Satisfaction in Destinations Highly
Dependent on Tourism.................................................................................................................... 7
Jelena Đurkin Badurina and Daniela Soldić Frleta............................................................................... 7

3-D Food Printing in Food and Beverage Industry......................................................................... 9

Ozan Güngör1, Mehtap Yücel Güngör2, and Seden Doğan3 ................................................................... 9

Ranking Codes of Tripadvisor: A Field Study ............................................................................. 10
Tekiner Kaya ......................................................................................................................................... 10

Air Connectivity After the Extra Long Range Aircraft ................................................................ 11
Pavlos Arvanitis .................................................................................................................................... 11

The Impact of the Market of Laskar Pelangi the Novel and the Film on the
Tourism Industry in Pulau Belitung, Indonesia: A Proposal ........................................................ 12
Muhammad Aqram Shahidan Hadzri and Halimah Mohamed Ali ...................................................... 12

The Ideal Golf Destination From the Supply Perspective ............................................................ 13
Gurel Cetin, Sevinc Goktepe, and Merve Aydogan Cifci ..................................................................... 13

Do Both Qualitative Job Insecurity and Quantitative Job Insecurity Trigger
Hotel Employees’ Withdrawal Intentions and Non-Green Behaviors? ........................................ 15

Tuna Karatepe1, Ali Ozturen1, Osman M. Karatepe1, and M. Mithat Uner2 ........................................ 15

i

University of South Florida (USF) M3 Publishing

Green Human Resource Management, Green Work Engagement and Their
Effects on Hotel Employees’ Green Work Outcomes .................................................................. 17
Sarah Naderi Koupaei, Osman M. Karatepe, and Hamed Rezapouraghdam ...................................... 17

Does Unethical Leadership Better Explain Job Embeddedness and
Organizational Cynicism Than Narcissistic and Authoritarian
Leadership Among Hotel Employees? ......................................................................................... 19

Saeid Nosrati1, Osman M. Karatepe1, and Mohammed Aboramadan2 ................................................ 19

A Moderated-Mediation Model of Green Destination Brand Love.............................................. 21
Saeid Nosrati, Hamed Rezapouraghdam, Niusha Talebzadeh, Sonuc Hacioglu,
Ezgi Gullu, and Osman M. Karatepe.................................................................................................... 21

The Impact of Favorable Social Interactions in Hospitality Settings on Elderly
Well-Being: A Transformative Service Perspective ..................................................................... 23
Kuo Feng, Levent Altinay, and Zaid Alrawadieh ................................................................................. 23

Storytelling in Heritage Tourism: An Exploration of Co-Creative Experiences
From a Tourist Perspective ........................................................................................................... 25
Meghan Beevor, Manuela Guerreiro, and Ana Campos ...................................................................... 25

Investigating the Responsible Tourist Behaviour Amidst COVID-19 ......................................... 27

Priya Singh1 and Sumedha Agarwal2 ................................................................................................... 27

Tourism Markets of the Future ..................................................................................................... 28
Betül Buladi Çubukcu ........................................................................................................................... 28

An Assessment of Hotels’ Green Marketing Themed Websites .................................................. 29
Neslihan Cavlak .................................................................................................................................... 29

Tourist Preferences in Holiday Tourism After the COVID-19 Pandemic .................................... 30
Mustafa Boz .......................................................................................................................................... 30

Do Job Crafting and Work Engagement Mediate the Effect of Psychological
Hardiness on Service Innovative Performance among Hospitality Employees? .......................... 31

Ksenia A. Sumaneeva1, Osman M. Karatepe1, Mohammed Aboramadan2,
and Turgay Avci1 .................................................................................................................................. 31

Green Transformational Leadership, Green Work Engagement and Their Impacts
on Hotel Employees’ Green Behaviors: A Moderated-Mediation Model .................................... 33
Niusha Talebzadeh, Saeed Nosrati, Hamed Rezapouraghdam, Sarah Naderi,
Hasan Kilic, and Osman M. Karatepe.................................................................................................. 33

Sustainable Regeneration and Strategic Planning of Historic Urban Cores:
The Case of Gonbad-E Qābus Tower ........................................................................................... 35
Samira Roudi and Hamed Rezapouraghdam ....................................................................................... 35

Evaluating the Effectiveness of Tourism Supply Chain Management in Iran.............................. 37
Samira Roudi and Hamed Rezapouraghdam ....................................................................................... 37

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

ii

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

Bibliometric Analysis of Studies on Tourism Guidance With Visual Mapping
Technique: An Example of Scopus Database ............................................................................... 38
Ezgi Kirici Tekeli .................................................................................................................................. 38

Investigation the Factors Forming the Occupational Safety Culture in Marina
Businesses by DEMATEL Method .............................................................................................. 39

Murat Yorulmaz1 and Figen Sevinç Başol2........................................................................................... 39

Metaverse in Tourism: Forecasts for the Future ........................................................................... 40

Günay Erol1 and Abdullah Ülkü2.......................................................................................................... 40

Should I Play a Game to Visit a Destination? Tourism Gamification and User
Engagement With a Destination ................................................................................................... 43
Laiba Ali, Hasan Kilic, and Ali Ozturen............................................................................................... 43

Restaurant Customers’ Willingness to Pay More for Organic Foods: The Influence
of EWOM, Brand Cognition, Attitude, and Image in Iran ........................................................... 44

Iman Aghaei1, Elham Sekandari2, and Nasim Borgheie3 ..................................................................... 44

Investigating the Interrelationships of Environmentally-Specific Servant Leadership,
Climate for Green Creativity, and Green Behaviors Among Cabin Crew ................................... 46

Felicia Fejes1, Sanaz Vatankhah1, and Osman M. Karatepe2 .............................................................. 46

Shifting Towards the Metaverse: How Can Tourism Industry Use Metaverse? .......................... 49

Yunus Topsakal1, Mehmet Bahar2, and Nedim Yüzbaşıoğlu3 ............................................................... 49

Health Tourism and Public Relations ........................................................................................... 51
Engin Çelebi ......................................................................................................................................... 51

Social Entrepreneurship Research in Hospitality and Tourism: A Bibliometric Analysis and
Thematic Content Analysis ........................................................................................................... 52
Saima Kareem and Mohd. Wasif .......................................................................................................... 52

The Impact of Microfinance on Empowerment of Women Entrepreneurs in Ecotourism ........... 53
Mürüde Ertaç and Mete Ünal Girgen .................................................................................................. 53

Earnings Management in the Hotel Industry: A Systematic Literature Review ........................... 54

Beatriz Gonçalves1, Luís Coelho2, and Patrícia Pinto1 ........................................................................ 54

Investment for Environmental Sustainability: Can the Datai Succeed? ....................................... 55
Rozila Ahmad, Noor Azimin Zainol, and Asmahany Ramely ............................................................... 55

Importance-Performance Analysis of Management Effectiveness of Protected
Area Tourism in Batanes, Philippines: Findings From a Pilot Survey ......................................... 56

Edieser Dela Santa1, Mary Anne Ramos-Tumanan2, Princess Jill Meneses2, and
Augustus Resurreccion3 ........................................................................................................................ 56

iii

University of South Florida (USF) M3 Publishing

Politics and Stakeholder Management in the Tourism Industry: Evidence of the
Silk Road Initiative ....................................................................................................................... 58

Saeid Nosrati1 and Levent Altinay2 ....................................................................................................... 58

Role of Women as Frontline Managers of Cultural Setting and Tourism in Almora
(Kumaon Hills), Uttarakhand........................................................................................................ 59
Prateek Dhasmana and Harveen Bhandari.......................................................................................... 59

The Role of Medical Tourism in the Development of the Market of
Medical Services ........................................................................................................................... 60
Sadoqat Raximova ................................................................................................................................ 60

Intergenerational Differences in Packing Behavior: Implications for More
Sustainable Air Travel .................................................................................................................. 63
Samira Zare .......................................................................................................................................... 63

How the Service Quality of Internal Customers Can Reduce the Deviant
Workplace Behavior?.................................................................................................................... 66

Farzad Safaeimanesh1 and Tahereh Arefipour2 ................................................................................... 66

Sustainable Urban Tourism With e-VTOLs: A Hybrid fuzzy MCDM Study .............................. 67

Sanaz Vatankhah1 and Tahmineh Raoofi2 ............................................................................................ 67

An Empirical Investigation of Antecedents and Consequences of Destination
Brand Hate: A Latent Dirichlet Allocation Approach .................................................................. 69

Ehsan Zaeri1, Nader Seyyedamiri2, Sanaz Vatankhah3, and Ali Hamedanian4.................................... 69

Using the Social Exchange Theory to Explain Residents’ Involvement in
Tourism & Their Support for Tourism Development ................................................................... 72
Emrullah Erul ....................................................................................................................................... 72

Crime in Tourism: Pickpockets in Malacca .................................................................................. 73
Chek Muhammad Hafizzuddin Chek Alias and Muna Maryam Azmy.................................................. 73

Destination Image of Beijing on Instagram: An Image Analytics Approach ............................... 74

Lingxue Zhan1, Mingming Cheng2, and Jingjie Zhu2 ........................................................................... 74

Embracing Tourism as a Tool for Boosting the Potential of Heritage Sites................................. 75

Kanika Bansal1,2 and Pankaj Chhabra1 ................................................................................................ 75

Memorable Religious Tourism Experience, Attitude Towards Pilgrimage,
Behavioral Intention and the Moderating Role of Religiosity ...................................................... 76

Harveen Bhandari1, Amit Mittal2, and Arun Aggarwal2....................................................................... 76

Measuring the Employees’ Personality Traits, Job Crafting, PsyCap and
Service Orientation: Evidence From Airport Industry .................................................................. 78
Emine Erkanlı ....................................................................................................................................... 78

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

iv

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

Trust on Artificial Intelligence in the Sharing Economy - A Systematic
Review and Meta-Analysis ........................................................................................................... 81

Ying Chen1, Catherine Prentice1, Scott Weaven1, and Aaron Hisao2 ................................................... 81

Revisiting EFQM Excellence Model With a Pandemic Lens: Is It Applicable
in the Hotel Industry?.................................................................................................................... 82
H. Kader Şanlıöz-Özgen ....................................................................................................................... 82

Measurement of Foreign Language Proficiency: An Analysis on Methods Applied
by Five-Star Hotels ....................................................................................................................... 85

Selcen Seda Türksoy1 and H. Kader Şanlıöz-Özgen2 ........................................................................... 85

Tourism Performance Evaluation of Mediterranean Countries by Using
Multi-Criteria Decision-Making Method...................................................................................... 88
Burcu Simsek Yagli and Nuri Ozgur Dogan ......................................................................................... 88

The Relationship Between the Tourism Industry and the Economic Growth,
in the Case of Turkey .................................................................................................................... 89
Shahrzad Safaeimanesh ........................................................................................................................ 89

The Role of Destination Cognitive Image and Brand Equity in the Effect of
Destination Brand Awareness on E-WOM: An Empirical Study in the
Context of Social Media ............................................................................................................... 90
Ceylan Bozpolat .................................................................................................................................... 90

A New Trend in Recreation: Forest Bathing (Shinrin-Yoku) ....................................................... 91
Damla Erdem ........................................................................................................................................ 91

The Impact of COVID-19 on Uzbekistan Tourism Industry ........................................................ 93

Vincenzo Alfano1 and Erdogan Ekiz2.................................................................................................... 93

An Assessment of the Impact of the Illusion of Control on Customers’
Responses to Service Failures....................................................................................................... 94

Erdogan Koc1, Mujde Aksoy2, and Sercan Hatipoglu3 ......................................................................... 94

Bibliometric Analysis of Articles Related to Digital Transformation in Tourism ....................... 95

Burcu Karasakaloglu1 and Muhammet Necati Celik2 .......................................................................... 95

Innovative Entrepreneurship in Turning the Pandemic Crisis Into Opportunity:
The Case of Hospitality Businesses .............................................................................................. 97
Filiz Demir ............................................................................................................................................ 97

Connecting Culture and Nature Heritage: The Case of Yim Tin Tsai Arts Festival .................. 103

Dora Agapito 1, Chung-Shing Chan 2, and Shek Kwo Fung 2 ............................................................. 103

Transforming Customers Into Promoters through Social Media: An Analysis
of Customer-Generated Marina Photographs on Instagram ....................................................... 104
Neslihan Paker.................................................................................................................................... 104

v

University of South Florida (USF) M3 Publishing

Awareness of Tourism Undergraduate Students in the Yacht Tourism Sector
and Their Intention to Work in the Sector .................................................................................. 107
Emine Yilmaz and Onur Saglam ......................................................................................................... 107

Wellness Tourism Marketing: Emerging Special Interest Tourism in Asia ............................... 108

Dilara Bahtiyar Sarı1 and Nedim Yüzbaşıoğlu2 ................................................................................. 108

The Effect of Service Quality, Price and Digital Marketing Activities on Airline
Company Preference of Passengers Traveling Between Turkey and Germany ......................... 109
Mira Başaran and Ebru Gözen........................................................................................................... 109

Evaluation of Somuncu Baba Tomb and Complex Within the Scope of
Faith Tourism .............................................................................................................................. 110

Kübra Nur Sevim1, Nalan Işık2, and Metin Sürme3 ............................................................................ 110

Film Tourism in Europe: Analysis of Best Practices .................................................................. 111
Miguel Nobre Chagas and Daniela Fantoni Alvares ......................................................................... 111

The Tourism Experience: A Smart Tourism Ecosystem Perspective ......................................... 113

Pedro Vaz Serra1, Cláudia Seabra1,2, and Ana Caldeira1,2 ................................................................ 113

The Role of Non-Governmental Organizations in Destination Marketing:
Case of Antalya ........................................................................................................................... 115

Gözdegül Başer1 and Aylin Aktaş Alan2 ............................................................................................. 115

New Concept of Tourism After the Pandemic: Glamping Tourism ........................................... 116
Rana Şat .............................................................................................................................................. 116

Investigation of Health Tourism Advertisements Posted Through Social Media ...................... 117
Murat Fatih Tuna ............................................................................................................................... 117

Sustainable Mass Tourism: Implications for Long-Run Economic Growth and
Biodiversity Conservation in TRNC........................................................................................... 119
Hamed Rzapouraghdam and Tahereh Arefipour ............................................................................... 119

Investigation of Promotion Perceptions of Hotel Employees by Gender Factor ........................ 120
Cansu Solmaz...................................................................................................................................... 120

Cost-Benefit Analysis of the All Inclusive (AI) System: Lodging Industry
Perspective .................................................................................................................................. 121

Emine Keskin1, Ebru Avci2, and Gurel Cetin2 .................................................................................... 121

The Impacts of COVID-19 on MICE Tourism ........................................................................... 122

Gülay Çakmak1, Gürel Çetin2, Fulya Açıkgöz3, and Cemil Hakan Kılıç4 .......................................... 122

Green Information Technology Knowledge, Awareness and Practices in Aviation .................. 123

Şule Kaya Ünal1 and Tuğrul Ayyıldız2 ................................................................................................ 123

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

vi

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

Economic Policy Uncertainty and Stock Return: Evidence From
Hospitality Industry .................................................................................................................... 124
Ibrahim Yagli and Ozkan Haykir ........................................................................................................ 124

Perceptions of Summer Residents Regarding Their Touristic Destination
During the COVID’19 Process: The Case of Susanoğlu ............................................................ 125

Seda Özdemir Akgül1 and Filiz Özlem Çetinkaya2 ............................................................................. 125

A Methodological Insight on the Leadership Research in Hospitality Scholarship ................... 126

Hasan Evrim Arici1,2 ........................................................................................................................... 126

World Rally Championship Event During the Pandemic: Do Environmental
Consciousness and Place of Residence Affect Respondents’ Perception of
Impacts and Support?.................................................................................................................. 127
Marko Perić and Vanja Vitezić........................................................................................................... 127

Evaluation of Dive Centers Through Instagram: A Comprehensive Content
Analysis on Shared Photos.......................................................................................................... 130
Serim Paker ........................................................................................................................................ 130

A Literature Review on the Use of WOM in Tourism ............................................................... 134
Ülker Çolakoğlu and Ragıp Uçak....................................................................................................... 134

Development of City Hotel Management From the Ottoman Empire Until
Today: An Evaluation From Istanbul ......................................................................................... 135
Ayşegül Kutluk Bozkurt....................................................................................................................... 135

The Influence of Alevi-Bektashi Folk Poetry on the Call for Unity and
Togetherness: An Example of the Town of Saratlı ..................................................................... 137
Muharrem Avcı and Yavuz Selim Deniz ............................................................................................. 137

The Systematic Review of Polar Tourism .................................................................................. 139

Sezgi Gedik Arslan1, Serap Özdemir Güzel2, Füsun İstanbullu Dinçer3,
and Mithat Zeki Dinçer4 ..................................................................................................................... 139

The Role of Tourists’ Emotional Intelligence in the Museum Experience ................................ 140
Volkan Genç, Seray Gülertekin Genç, and Ferhat Kurt..................................................................... 140

A Panoramic View of International Articles on Overtourism With Visual
Mapping Technique: Case of Scopus Database .......................................................................... 141
Serkan Aylan and F. Kübra Aylan ...................................................................................................... 141

Behaviors of Tourist Guides to Manage Crises During the Tour: A Research on
Active Tourist Guides ................................................................................................................. 142
Elbeyi Pelit and Ali Kabakulak........................................................................................................... 142

vii

University of South Florida (USF) M3 Publishing

Digital Marketing in Developing Countries: Investigating the Influential
Factors on Customer Loyalty in the Food Industry .................................................................... 143
Sina Vahedi, Hamed Rezapouraghdam, Ali Öztüren, Nazanin Naderiadib Alpler,
Özlem Altun, and Nima Golmohammadi ............................................................................................ 143

Food Tourism: Veni, Vidi, Vici .................................................................................................. 144

Chai Lee Goi1, Mei Teh Goi2, and Ying Ying Tiong1 .......................................................................... 144

Evaluation of Employee’s Perceptions and Participation on Workplace
Recreation Applications: Example of Tourism Sector ............................................................... 145
Selin Kurt ............................................................................................................................................ 145

Sustainable Development of Tourism in Kazakhstan ................................................................. 146
Aruana Akisheva ................................................................................................................................. 146

The Effect of Leadership Perceptions of 5-Star Hotel Employees on Quality of
Business Life: Belek Region Field Research .............................................................................. 147

Murad Alpaslan Kasalak1 and Sezen Özbek2 ..................................................................................... 147

Impact of Regulations on Airbnb Activities in European Cities ................................................ 148

Xiang Lin1, Eva Hagsten2, and Martin Falk2 ...................................................................................... 148

The Influences of Hospitableness on Loneliness Among the Elderly ........................................ 151

Levent Altinay1 and Tuğçe Nur Uçar2 ................................................................................................ 151

The Impact of Online Restaurant’s Review on Food Quality Perception of
Guests (Comparison Analysis of Online Reviews in Local and Global
Online Applications in North Cyprus) ........................................................................................ 152

Sina Vahedi1 and Farhang Mohajer Saliani2 ..................................................................................... 152

Marketing Retention Strategies: Effectiveness on Engagement and Loyalty
Among Land-Based Casino Gaming and Non-Gaming Visitors ................................................ 153
Jovanie A. Tuguinay, Catherine Prentice, and Brent Moyle .............................................................. 153

Determination of Negative Aspects Influencing Highland Visitor Experience
via Online Reviews: The Case of Çamlıhemşin Highlands ........................................................ 154

Merve Çelik1 and Muhammet Necati Çelik2 ....................................................................................... 154

Tourists’ Psychological Factors Influencing Intention to Use Unified Payment
Interface in Ecotourism Destinations .......................................................................................... 156

Clement Cabral1, Sobhith Mathew Jose2, and Anu Varghese3 ........................................................... 156

Re-Examining Gender and Community Entrepreneurship: Experiences in the
Philippines .................................................................................................................................. 157

Eylla Laire M. Gutierrez1 and Kazem Vafadari2 ................................................................................ 157

Participation and Empowerment Nexus: Prospects of Developing Community
Based Tourism in the Philippines ............................................................................................... 158
Eylla Laire M. Gutierrez..................................................................................................................... 158

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

viii

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

Proactive Behaviour-Based Safety to Support Tourism Development:
A Theoretical Framework ........................................................................................................... 159
Leonie Barbara Louw and Elriza Esterhuyzen ................................................................................... 159

The Contribution of the Tourist Portrait Formation to the Effective Marketing
of the Tourism Business.............................................................................................................. 160
Zhansaya Abilkhay and Aruana Akisheva .......................................................................................... 160

Applicability of New-Generation Technologies in Accessible Tourism .................................... 161
Nagihan Çakmakoğlu Arıcı ................................................................................................................ 161

The Influence of Founders Imprint on Management Control Systems: A Hotel
Case Study in Turkish Republic of Northern Cyprus ................................................................. 162
Mert Ercan Bulut and Mine Haktanir ................................................................................................ 162

Nonlinear Relationship Between Inbound Tourism Expenditure and Economic
Growth: A Panel Threshold Analysis ......................................................................................... 164
Anıl Bölükoğlu and Selin Zengin Taşdemir ........................................................................................ 164

Marketing for Creative Literary Tourism: Cases and Opportunities .......................................... 165

Ana Mafalda Matias1, Luís Cardoso2, and Maria Lúcia Pato3 .......................................................... 165

Examining the Adoption of Online Takeaway Food Ordering by Street
Food Vendors .............................................................................................................................. 166
Nurul Syazana Hishamuddin .............................................................................................................. 166

Tourists’ Understanding Towards a Destination: The Role of Sensory
Environment................................................................................................................................ 167
Huahua Li ........................................................................................................................................... 167

The Effect of Chinese Antient Poetry in Tourism Marketing: A Mental Imagery
Processing Perspective ................................................................................................................ 169
Huahua Li ........................................................................................................................................... 169

The Effects of Festival Attachment on Tourists’ Loyalty .......................................................... 170

Dang Thi Phuong Anh1 and Do Dieu Linh2 ........................................................................................ 170

The Effect of Vegan/Vegetarian Foods Offered in Accommodation
Establishments on Destination Preference: The Case of Safranbolu Mansions ......................... 171

Sibel Ayyıldız1 and Şaban Kargiglioğlu2 ............................................................................................ 171

Self-Motivation is the Best Motivation: A Model of Perceived Over
Qualification, Pro-Social Motivation and Whistle Blowing Intentions in
Hospitality Organization ............................................................................................................. 172

Muhammad Akhtar1, Muhammad Kashif Aslam2, Chunhui Huo3, and Muhammad Imran Rasheed2 172

The Role of Destination Image and Destination Attachment in Destination
Loyalty of Tourists Attending Rural Tourism Activities: The Case of Çanakkale .................... 173
Buket Buluk Eşitti ............................................................................................................................... 173

ix

University of South Florida (USF) M3 Publishing

Conceptualizing Contemporary Dimensions of Sustainable Tourism ........................................ 174

Denitsa Hiristoforova Maydon, Kutay Arda Yıldırım, Niusha Talebzadeh,
and Ali Ozturen ................................................................................................................................... 174

A Comparative Study on the Requirement of the Halal Officer in the Related
Malaysian Halal Certification for the Hotel: An Analysis.......................................................... 175

Zulaipa Ruzulan1,2 and Mohammad Aizat Jamaludin2 ....................................................................... 175

A Management Perspective on Threats to Cultural World Heritage Sites ................................. 176
Martin Falk and Eva Hagsten ............................................................................................................ 176

Foreign Language Education Perception of Tourist-Guidance Students as a
Factor in Intercultural Communication....................................................................................... 179
Bekir Eşitti .......................................................................................................................................... 179

How Mass Communication Revolutionized the World of Tourism ........................................... 180

Sima Rahimizhian1 and Foad Irani2 ................................................................................................... 180

The Mediating Role of Proactive Personality Between the Link on Green
Human Resource Management Practices and Environmental Performance............................... 181

Foad Irani1 and Vahid Sajjad2............................................................................................................ 181

Impact of Fake News, Journalism, and COVID-19 on Tourism Development in
Small Islands ............................................................................................................................... 182
Ezgi Gullu and Foad Irani .................................................................................................................. 182

Resetting the Tourism Industry Between Necessity and Priority: Tour
Guides’ Perspectives ................................................................................................................... 183
Areej Aloudat ...................................................................................................................................... 183

The Entrepreneurship of the Mountain Tourism in Europe:
Challenges and Perspectives ....................................................................................................... 184
Brîndușa Covaci and Mihai Covaci ................................................................................................... 184

The Interplay of Emotions, Place Attachment, and Satisfaction:
A Case Study of Khajuraho International Film Festival............................................................. 185
Anil Kumar.......................................................................................................................................... 185

Study on the Influencing Mechanism of Rural Tourists’ Behavior Based
on the Perception Limitation Theory .......................................................................................... 186

Zhang Songting1 and Alaa Abukhalifeh2 ............................................................................................ 186

A Research on the Determination of the Congress Tourism Potential of the
Cappadocia Region ..................................................................................................................... 187
Erkan Akgöz, Gamze Temizel, and Ayşen Otal................................................................................... 187

Changes in Employee Expectations and Human Resources Management
Functions During the COVID-19 Pandemic ............................................................................... 188
Nafiya Güden, Mete Ünal Girgen, and Uğur Kıroğlu ........................................................................ 188

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

x

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

COVID-19: The Reopening of Macao and Its Enlightenment to Other
Tourism Destinations in Asia...................................................................................................... 189
Wu Yichao, Alaa Nimer Abukhalifeha, Proyrungroj Raweewan, and Xu Bo ..................................... 189

A Comprehensive Review of the Literature on the Various Elements of Luxury ...................... 190
Shiva ilkhanizadeh, Maziar Haghani, and Ali Hassanzadeh Sharkanlo ............................................ 190

Culture Tourism Landscape: The Liminoid Visitor Experience at the
Urban Destination ....................................................................................................................... 191

Laura Fuentes-Moraleda1, Teresa Villacé-Molinero1, Ana Muñoz-Mazón1,
Buenaventura Antequera-Santos-Orejon1, and Alicia Orea-Giner1,2 ................................................. 191

World Tourism Organization’s “Best Tourism Village” Program:
The Case of Mustafapaşa Village ............................................................................................... 193

Duygu Bora1 and Mehmet Bahar2 ...................................................................................................... 193

Exploring Psychophysiological Effects of Wellness Tourism Experience................................. 196
Yu Chih Huang ................................................................................................................................... 196

Airport Ground Operations and Sustainable Tourism Convergence in
COVID-19 Era ............................................................................................................................ 199
Ruth Oluyemi Bamidele, Ali Ozturen, and Mine Haktair ................................................................... 199

How Social Media Inspire Food Travel? .................................................................................... 200

Alicia Orea-Giner1 and Francesc Fusté-Forné2 ................................................................................. 200

Interaction on Activation of Ecological Culture and Tourism Development in
Western Region: Taking Cangyuan Wengding Wa Nationality as an Example ........................ 202

Bo Xu1.2, Yichao Wu1, Xiuyun Yan2, Abukhalifeh Nimer Alaa1, and Biao Gao2 ................................. 202

A Bibliometric Analysis on Desert Tourism Based on Web of Science Database ..................... 203

Dilara Bahtiyar Sarı1 and Ibrahim Giritlioğlu2 ................................................................................. 203

A Scientometric Review of Artificial Intelligence in Tourism (2000-2021) .............................. 204
Rujun Wang, Yu Mu, and Ying Huang ................................................................................................ 204

Integrating the Value-Attitude-Behavior Hierarchy and the Theory of Planned
Behavior in Understanding Ethnic Tourism Experience ............................................................ 205

Lan-Lan Chang1 and Yu-Chih Huang2 ............................................................................................... 205

Internal CSR and External CSR in Hospitality Industry of UK and Pakistan:
The Role of Identification, Performance and Extra-Role Behavior ........................................... 208

Muhammad Ishtiaq Ishaq1, Huma Sarwar2, and Junaid Aftab2 ......................................................... 208

The Glamour of Air Travel: Understand the Role of Customer Experience
Evaluation in International Flights on Airbus A380 ................................................................... 209
Muhammad Ishtiaq Ishaq and Ali Raza.............................................................................................. 209

xi

University of South Florida (USF) M3 Publishing

The Role of Virtual Reality in Tourism Marketing: An Approach From the
Stimulus-Organism-Response Model ......................................................................................... 210
Thanh Ngoc Le-Nguyen ...................................................................................................................... 210

Exploring the Antecedents of Tourists’ Intention to Visit a Destination
in the Digital Era ......................................................................................................................... 211
Francisco Javier Blanco-Encomienda, Lidia López-Araguez, and Elena Rosillo-Díaz .................... 211

Facility Location Problem in a Drone-Equipped Restaurant Chain ........................................... 212

Mahmood Globi1, Lhassane Idoumghar1, and Shiva Ilkhanizadeh2 ................................................... 212

Accessible Tourism in the Era of COVID-19 ............................................................................. 213
Betül Garda ........................................................................................................................................ 213

Examining Social Media Views on Post-Pandemic Tourism Rebuilding:
The Case of Twitter .................................................................................................................... 214

Muharrem Tuna1, Nilgün Demirel İli 2, and Onur Çelen3 .................................................................. 214

Responsible Tourist: How Do They or Should Behave? ............................................................ 216
Nilgün Demirel İli and Gülşen Bayat ................................................................................................. 216

The Effect of Religion, Ethnic Origin and Geopolitical Location on Hatay
Cuisine Culture ........................................................................................................................... 217
Çağtay Akbıyık and Abdullah Badem ................................................................................................. 217

A Conceptual Framework of Gastronomy: As a Destination Attraction Element...................... 218
İlker Türkeri ........................................................................................................................................ 218

City Museums as Touristic Products .......................................................................................... 219
Aybüke Özsoy, Neşe Yılmaz, and Zeynep Çokal ................................................................................. 219

A Bibliometric Approach to the Concept of Smart Tourism ...................................................... 223
Şule Ardıç Yetiş ................................................................................................................................... 223

Sustainable Thematic Routes in Şırnak ...................................................................................... 224

Sedat Çelik1, Gökhan Kadırhan1, and Esma Basan2 .......................................................................... 224

A Bibliometric Analysis on The Last 20 Years of The Total Quality Method
Literature in Tourism .................................................................................................................. 225
Burçin Cevdet Çetinsöz and Merve Uzun ........................................................................................... 225

Beekeeping Tourism Potential of Turkey and Suggestions ........................................................ 226

Hasan Tahsin Kokonalıoğlu1, Tülay Güney2, and İsmail Kızılırmak3 ................................................ 226

Archaeological Heritage and Archaeotourism in Turkey ........................................................... 229
Hasan Ali Erdoğan ............................................................................................................................. 229

Using Geographical Indications in the Scope of Cultural Heritage Tourism:
The Example of Safranbolu Turkish Delight .............................................................................. 230
Cenk Murat Kocoglu and Sema Bostancı ........................................................................................... 230

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

xii

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

Evaluating Instagram Profiles of Popular Tourist Guides: Case of Turkey ............................... 231

Yusuf Kenan Karaş1, Sinan Gökdemir2, and Grant Altay Taşkın1...................................................... 231

Reasons Why Tourist Guides Leave Their Profession ............................................................... 232

Grant Altay Taşkın1 and Nilgün Avcı2 ................................................................................................ 232

The Role of the Hotel Business in the Development of the Tourism Industry
in Kazakhstan .............................................................................................................................. 233
Baimbetova Assel Batyrkhanovna and Karatayeva Marzhan Amantayevna ..................................... 233

A Longitudinal Study of Preferences for Travelling in the Context of
COVID-19 Pandemic .................................................................................................................. 234

Gilda Hernandez-Maskivker1, Albert Fornells1, G. Del Chiappa2,
and R. Palau-Saumell1 ........................................................................................................................ 234

Luxury Golf and Football Hotels’ Sustainability Policies Within the
Framework of Brand Standards .................................................................................................. 236

Gokhan Sener1, Seden Dogan2, and Cihan Cobanoglu3 ..................................................................... 236

The Role of Green Brand Equity on Luxury Hotel Performance:
The Mediating Role of Green Image and Green Awareness ...................................................... 237
Iveren Carmella Bulya, Francis Kelechi Eziokwu, and Glory Aberekor ........................................... 237

The Effect of Organizational Change on Organizational Commitment ..................................... 238

Ali Şükrü Cetinkaya1 and Shafiq Habibi2 ........................................................................................... 238

Tourism-Oncology: More Than a Treatment .............................................................................. 239

Özge Büyük1 and Gülşah Akkuş2 ........................................................................................................ 239

Cooperative Behaviors Arrangements Within Hotel Marketing Consortia ................................ 240

Sofia Almeida1, Paulo Morgado2, Carlos Costa3, and José Manuel Simões2 .................................... 240

A Literature Review on Tourism Studies Based on Technology Acceptance
Model (2000-2021) ..................................................................................................................... 241
Yakup Kemal Özekici .......................................................................................................................... 241

Possibilities of Using Neuromarketing Tools in the Hospitality Industry .................................. 242
Serdar Bülbül ...................................................................................................................................... 242

Analysis of Green Marketing Orientations of Green Hotels During COVID-19
With Fuzzy DEMATEL.............................................................................................................. 243
Ceylan Bozpolat and Burcu Şimşek Yağlı .......................................................................................... 243

The Village Law in Indonesia as Mechanism to Support Decentralisation
in Tourism ................................................................................................................................... 244
Idjal MR .............................................................................................................................................. 244

xiii

University of South Florida (USF) M3 Publishing

Factors Determining Tourist to Choose Homestay as Lodging Option:
A Systematic Literature Review ................................................................................................. 245

Anup S. Patwal1, Vinay Rana1, and Vivek. K. Pathak2 ....................................................................... 245

Predicting Intentions to Continue Using Travel Apps in the Post
COVID-19 Crisis ........................................................................................................................ 246
Ahmed Chemseddine Bouarar, Smail Mouloudj, Asma Makhlouf,
and Kamel Mouloudj .......................................................................................................................... 246

Paradoxical Leadership and Its Outcomes: A Study of Pakistani
Hospitality Industry .................................................................................................................... 247

Yasir Mansoor Kundi1 and Mohammed Aboramadan2 ...................................................................... 247

The Effect of COVID-19 Pandemic Process on Social Psychology and
Nature-Based Therapeutic Activities .......................................................................................... 248

Aysun Yalvaç1, Esmahan Yalçın1, and Murad Alpaslan Kasalak2...................................................... 248

Artificial Intelligence and Digital Platforms: Pandemic Time and Tourism in
OECD States ............................................................................................................................... 249
Alfonso Marino, Paolo Pariso, and Michele Picariello ..................................................................... 249

Sustainable Rural Tourism Strategies: A Tool for Development ............................................... 250

Majid Rahmani Seryasat1, Ahmad Pour Ahmad2, and Murat Epik3 ................................................... 250

Geriatric-Tourism, PMR, and Thermal Treatments in the Third Age ........................................ 251

Özge Büyük1 and Gülşah Akkuş2 ........................................................................................................ 251

Characteristic of Turkey Registered Geographical Indications (GI) of Food
and Agricultural Products in Regions ......................................................................................... 252

Nihan Akdemir1 and Aykut Şimşek2..................................................................................................... 252

Positive Influences of COVID-19 on Local Touristic Sites: The Role of Country
Image in Stimulating Tourism in Jordan and India .................................................................... 253

Nadine Khair1, Vimal Verma Chandra2, and Sara El-Deeb3 ............................................................. 253

Use of Smart Tourism in the Periods of Pandemic - An Extension of Blue
Ocean Strategies.......................................................................................................................... 254

Manisha Paliwal1 and Archana Singh2 .............................................................................................. 254

The Importance of Crisis Management in Tourism .................................................................... 255
Dora Smolčić Jurdana and Romina Agbaba ...................................................................................... 255

Mechanism and Empirical Analysis of the Optimization and Upgrading of the
Tourism Industry Structure—Takes Western Jilin as an Example ............................................. 256

Bo Xu1,2, Abukhalifeh Nimer Alaa1,2, Yichao Wu1, Qiong Zhao1, Xinbo Zhou1,
and Biao Gao1..................................................................................................................................... 256

The Relationship Between Balloon Tourism and Well-Being ................................................... 257
Serkan Bertan ..................................................................................................................................... 257

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

xiv

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

A Study About Recommendation of Research and Development the
“Green Generation Restaurants” ................................................................................................. 258
Sena Ersoy and Atilla Akbaba ............................................................................................................ 258

The Influence of Demographic Characteristics on Satisfaction With
Adventure Tourism Experience .................................................................................................. 259
Tahir Albayrak .................................................................................................................................... 259

Bibliometric Profile of Published Postgraduate Theses on Festival Tourism ............................ 260
Oğuzhan Dülgaroğlu .......................................................................................................................... 260

Determining the Opinions of Travel Agencies in Terms of Cultural Tourism:
The Case of Ankara Province ..................................................................................................... 261

Gonca Aytaş1, Fatma Doğanay Ergen2, and Barış Baş1 .................................................................... 261

The Mediating Role of Corporate Prestige Perception in the Effect of
Person-Organization Fit on Intention to Leave: A Research in Hotel Enterprises ..................... 262
Bayram Kırmızıgül.............................................................................................................................. 262

Effect of COVID-19 Pandemic on Career Planning: A Study on University
Students in Tourism Department ................................................................................................ 263
Mehmet Polat ...................................................................................................................................... 263

An Attempt to Develop a Measurement Tool for Interpretation
Performance of Tourist Guides ................................................................................................... 264

Gizem Çapar1 and Dilek Atçı2 ............................................................................................................ 264

New Trends in Gastronomy and Its Effects in Tourism ............................................................. 265

Gülsün Duran1 and Yasin Bilim2 ........................................................................................................ 265

Evaluation of Restaurant Menus in the Marketing of Turkish Cuisine:
The World’s 50 Best Restaurants Discovery Turkey Example .................................................. 266

Emre Öztürk1 and Göksel Kemal Girgin2 ........................................................................................... 266

A Study on Tourist Guides’ Use of Social Media Platforms ...................................................... 267
Özge Güdü Demirbulat ....................................................................................................................... 267

Concretizing the Fictional Places in Literary Works and Bringing Them to
Tourism: Zeyniler Village Çalıkuşu House ................................................................................ 268
Zeynep Yamaç Erdoğan ...................................................................................................................... 268

The Tendency of the Z Generation to Recreational Activities and Their Leisure
Time Attitudes ............................................................................................................................ 269
Aylin Nalçacı İkiz and İsmail Öztürk .................................................................................................. 269

The Effects of Pull and Push Motivation Factors on the Tourists’s Behavioral
Intention: The Case of Muğla ..................................................................................................... 270
Özgür Davras and Elvan Tatık ........................................................................................................... 270

xv

University of South Florida (USF) M3 Publishing

The Role of Women in Migration and Urbanization-Culinary Culture Interaction ................... 271

Gözde Yılmaz1, Selda Uca2, and Emrah Özkul2 .................................................................................. 271

A Study to Determine Gökçeada’s Adventure Tourism Potential .............................................. 272

Berrin Yılmaz1 and Hacı Mehmet Yıldırım2 ........................................................................................ 272

In the Scope of Paris Agreement of Environmental Policies Changes of Potential
Impact on Tourism ...................................................................................................................... 273

Mehmet Bahar1 and Sabri Bozca2 ...................................................................................................... 273

An Evaluation of the Attitudes Towards Sustainable Tourism Development:
The Case of Ürgüp ...................................................................................................................... 274

Duygu Bora1 and Mehmet Bahar2 ...................................................................................................... 274

Local Food in the Menus: The Case of Denizli .......................................................................... 275
Şule Demirbaş and Serkan Bertan ...................................................................................................... 275

Is Metaverse a Comfortable Parallel Universe for the Tourism Industry or a
Nightmare Full of Fear? .............................................................................................................. 276

Büşra Kaya1, Sinan Baran Bayar2, and Selma Meydan Uygur3 ......................................................... 276

Evaluation of the Relationship Between Local Food Preference and
Environmental Awareness Among Potential Domestic Tourists in Turkey ............................... 277

Ülker Çolakoğlu1 and Selma Atabey2 ................................................................................................. 277

A Bibliometric Study to Identify Recent Trends in International
Tourism Literature ...................................................................................................................... 278

Aslı Ersoy1 and Rüya Ehtiyar2 ............................................................................................................ 278

Impression Management Strategies on Instagram: The Case of MasterChef
and Şef Akademi ......................................................................................................................... 279

Nihan Yarmacı1, Ela Nazlı Köz1, and Beybala Timur2 ....................................................................... 279

Brand Personality of Balikesir Province as a Destination: Analysis of
Wikipedia Contents..................................................................................................................... 280

Gizem Özgürel1, Muhammet Kesgin2, and Cevdet Avcıkurt3 .............................................................. 280

Examining the Websites of Fine Dining Restaurants Within the Framework of
Web-Based Marketing: Sample of the World’s 50 Best Restaurants ......................................... 281

Duran Cankül1 and Batuhan Aktepe2 ................................................................................................. 281

Determination of Tourists Raw Food Perceptions ...................................................................... 282
Duran Cankül and Aleyna Kol ........................................................................................................... 282

Environmentally Friendly Practices of Hotel Businesses in the Context of
UNEP-Sustainable Tourism’s Environmental Purity Principle: A Case Study .......................... 283
Yusuf Bayraktar .................................................................................................................................. 283

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

xvi

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

The Trace of Sustainability Approach in Gastronomy Science: Bibliometric
Analysis of Studies on Green Restaurants .................................................................................. 284

Murat Göral1, Zehra Bulut2, Berkan Başar3, and Üzeyir Kement4 .................................................... 284

Bibliometric Profile of Studies in the International Literature on
Sustainability Aviation................................................................................................................ 285
Nil Konyalılar ..................................................................................................................................... 285

Investigation of Poultry Meat Consumption Habits in Turkish and World Cuisine................... 286

Büşra Erilmez İlter1 and Dilek Dülger Altıner2 .................................................................................. 286

Managerial Competencies Review ............................................................................................. 287

Ali Şükrü Cetinkaya1 and Khayal Hajiyev2......................................................................................... 287

Evaluation of Ulubey (Uşak) District in Terms of Ecotourism Potential ................................... 288
Abdurrahman Dinç and Serap Arı...................................................................................................... 288

Diversification and Unification of the Regional Tourism Product: Potentials,
Problems and Prospects .............................................................................................................. 289
Zhanyl Bekmurzayeva ......................................................................................................................... 289

The Relationship Between Human Capital Management and Proactive
Customer Service Performance in Hotel Industry: The Mediating
Role of Control and Competency Engagement:
A Case Study of Famagusta, Cyprus .......................................................................................... 290
Masoud Shafieieh................................................................................................................................ 290

Leveraging Destination Brands Through Recreative Planning and Challenges:
The Case of Belek ....................................................................................................................... 291
İbrahim Çetin ...................................................................................................................................... 291

The Role and Importance of NGOs in the Promotion of Street Foods in
Northern Cyprus.......................................................................................................................... 292
Ezgi Özcan and İsmet Esenyel ............................................................................................................ 292

Destination Brand Attributes and Loyalty Factors Among Golf Players ................................... 293
İbrahim Çetin ...................................................................................................................................... 293

Some Implications for the Mission and Visions of Tourism
Non-Governmental Organizations (Ngos). ................................................................................. 294
Meryem Akoğlan Kozak and Semra Koç ............................................................................................ 294

Scope of Rural Tourism Inroads Through Non-Vegetarian Gastronomic
Tradition in Western Himalayas: The Hindu’s Bakrid ............................................................... 295
Rohit Chauhan .................................................................................................................................... 295

Forecasting of Business Visitors Arrived From Japan Using Big Data...................................... 296
Yi Hui Liang ........................................................................................................................................ 296

xvii

University of South Florida (USF) M3 Publishing

Features of the Business Activities Development in Tourism Enterprises ................................. 297
Akmal Khudaykulov and Eldorbek Umronov ..................................................................................... 297

Augmented Reality Games and Their Applications in the Tourism Industry ............................ 298
Evrim Çeltek ....................................................................................................................................... 298

Bibliometric Analysis of Publications Within the Scope of Cultural
Heritage Tourism ........................................................................................................................ 300
İrem Bozkurt, Gaye Deniz, and Filiz Dalkılıç .................................................................................... 300

Exploring the Barriers of Tourism Development in Iran: The Case of
Golestan Province ....................................................................................................................... 301
Samira Roudi and Hamed Rezapouraghdam ..................................................................................... 301

The Systematic Review of Intellectual Discourse Between Islamic
Hospitality and Western Hospitality Philosophy ........................................................................ 303

Jamaliah Jamil1 and Zulhasni Abdul Rahim2 ..................................................................................... 303

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

xviii

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

The Importance of Logistics Village in the Aviation Industry
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Abstract
One of the main requirements of any development program is to strengthen the transportation
network and logistics infrastructure of the country. The importance of cities and logistics villages
is crucial that it can be considered as one of the indicators of development; Where Road, air, and
sea transport are combined and with logistics equipment and customs operations, help reduce
transaction costs and optimize the supply chain (Christopher, 2017; Wu, 2021). Improving and
upgrading the logistics performance in the country as one of the important axes of economic and
commercial development of the country is seriously considered, since the issue of logistics is a
cross-sectoral and multifaceted issue, requires policy-making, planning, and coherent and
integrated follow-up (Akhavan, 2017). Therefore, the main purpose of this study is to investigate
the concept of logistics village and its importance specially in the aviation industry. In this
research, the importance of logistics villages, especially in the field of aviation, along with
successful and prominent examples worldwide will be introduced and discussed.
Keywords: logistic village, aviation industry, airlines, cargo, air transportation
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Diversity in Unity: Assessing Food Image of a Multicultural Destination
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Abstract
Food is a significant aspect of a culture on a grander scale. Traditional cuisine is transmitted from
generation to generation. Additionally, it serves as a conduit for expressing cultural identity.
Immigration and tourism are the two important channels for spreading ethnic cuisines all over the
world. The notion of food as a tourist’s attraction is not a new concept, fostering debate as a passive
or active pull. This study considers food an active tourist attraction of a destination, which
expresses the heritage and culture’s values of a place. India’s tourist potential is not limited to its
rich culture and tradition and food, a kaleidoscope of spices and flavours. Food or culinary tourism,
a term that has not been frequently associated with India until relatively recent times, is gaining
popularity among overseas visitors. On the one hand, multicultural, multiethnic cuisines enhance
the country’s potential as food tourism. On the other hand, it creates a dilemma in promotion and
marketing. Therefore, it is essential to grasp the present perception about the nation as a food
tourism destination to streamline and support the country’s efforts to get better international
positioning. This study adopted qualitative methodology and Netnography as a research method
to provide valuable insights. Three popular social media review sites were analyzed. The reviews
were selected based on the purposive sampling technique to generate rich and context-specific
samples. Reflexive thematic analysis was conducted to understand a) Visitor’s perception about
Indian cuisines, b) the relationship between food and their intention of visitation c) a unique
tourism experience in India. The study findings revealed that India’s cuisines have been one of the
most popular attractions and exhibit the country’s potential to become one of the emerging food
tourism destinations. This research also confirms the influence of overseas culinary establishments
such as ethnic restaurants in shaping the decision-making process. However, the highly localized
cuisines and the superabundant versions of popular dishes are masking the potential leads to
latency.
Keywords: destination image, Indian cuisine, netnography, reflexive thematic analysis
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Abstract
There has been a dramatic change in the professional world, including the hospitality and tourism
sector, because of the growing interest in information technology and computer software and real-time
data. The result is that employers are increasingly looking for employees who have comprehensive
digital literacy abilities and sufficient expertise in information technology (for example, Bloomberg
Terminal, Morningstar, Datastream by Thomson Reuters, Thinkorswim, FactSet, and others). Students
will gain competitive advantages upon graduation as they are exposed to and gain valuable experience
with practical applications via technology used by industry professionals. As a result, many business
schools have started incorporating Bloomberg Terminal (BT) into their curriculum. Bloomberg
Terminal provides real-time and historical financial time series data, accounting data, risk metrics
across different markets and securities, economic and government data, news, and analytics tools.
Students can use the data and analytical tools to evaluate investment strategies that consider prices,
dividends, technical accounting measures for operations and management, debt and equity statistics,
firm and industry-level data, and macroeconomic indicators. Securities, industry, and market indices
can be compared to identify the most promising investment opportunities. The BT’s interactive
integration into the business school curriculum allows students what they’ve learned in class to realworld problems using the same techniques that industry professionals use. Therefore, skills acquired
through BT are easily transferable to the workplace after graduation. If students have a thorough
understanding of Bloomberg or comparable platforms, their professional credentials will be
strengthened in the job market. The use of BT in tourism and hospitality education is crucial because
it will help tourism graduates compete with business graduates, who are their main competitors in the
job market. This study aims to determine the perception of tourism and hospitality students about the
integration of Bloomberg terminal into finance management classes. In line with this purpose,
Bloomberg terminal training was given to the students. Students were asked to complete an assignment
consisting of two parts. Questionnaires were administered to students before they started the
assignment and after they finished the assignment to determine their perception about integration
Bloomberg Terminal into class. Findings suggested that integrating Bloomberg terminal in the
classroom has both short-term and long-term implications: In the short run, it improves students
learning outcomes. It was determined that about 45% of the respondents’ learning outcomes exceeded
the course requirements, and all students reported that they learned how to use at least 2 Bloomberg
functions. In the long run, the survey results determined that learning how to use Bloomberg in the
classroom boosted recent graduates, both during their job search and during the first weeks after they
started. The general results from students’ surveys indicate that our application of the Bloomberg
Terminal is effective for engaging students in experiential learning, integrating modern information
technology into accounting and finance curricula, solidifying technical knowledge, and translating
lecture material into practical business applications.

Keywords: Bloomberg terminal, experiential learning, technology-based assignments
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Factors and Motivators Determining Medical Tourism Inflow and
Perceptions of Medical Tourists in Famagusta, Cyprus
Ezgi Güllü and İlkay Yorganci
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Abstract
This study examines medical tourism in Famagusta, North Cyprus. The main aim was to determine
the motives of medical tourism patients in order to assess medical tourism practices. A quantitative
methodology using questionnaires was used to collect data from 250 foreign patients being treated
in a dental and plastic surgery clinic in Famagusta. Findings revealed that the main motivator
behind medical tourism activity was price and trust oriented. The study concludes that there is a
crucial need for implementation and planning of medical tourism businesses in order to create
strategies that can be helpful for the increased development of medical tourism.
Keywords: medical tourism, bedical tourist, trust
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Abstract
Establishing memorable experiences is defined as “the essence and raison d’etre of the hospitality
industry” (Pizam, 2010, p.343). Memorable Tourism Experience (MTE) is defined as “an
individual’s subjective evaluation and undergoing (i.e., affective, cognitive and behavioral) of
events related to his/her tourist activities which begin before (i.e. planning and preparation),
during (i.e. the destination), and after the trip (i.e. recollection)” by Tung and Ritchie (2011a,
p.1369). According to Kim et al. (2012), a memorable experience is the outcome of a tourism
activity that is positively remembered and recalled after the event. However, it is important to
understand that MTEs are selectively formed from the tourist’s experiences, based on their
evaluation. For this reason, not all tourism experiences can be transformed to MTEs. Luxury hotels
are considered as one of the essential elements of memorable experience of the tourists because of
unique characteristics of accommodation experience. Leximancer 4.0 was used to analyze the
open-ended survey question which was collected from guests who stayed in luxury hotel segment.
Leximancer software quantitatively classifies and labels themes based on the occurrences and cooccurrences of words. It has been useful for analyzing online reviews, interviews transcriptions
and open-ended questions in various disciplines, including hospitality and tourism. A total of 772
responds were analyzed by both using Leximancer and manual coding. The results indicated that
hotel, service, uniqueness, remember, and home are the main themes of the data. In addition, hotel
facilities, staffs, service quality, locality, perceived uniqueness of the experience are the
contributor of the memorability of the luxury hotel experience.
Keywords: memorable hotel experience, luxury hotel, perceived authenticity, leximancer,
uniqueness, service quality
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Abstract
Although increasing numbers of hotels are implementing ‘green’ practices, research on how this
implementation is perceived and acted upon by employees is only evolving, especially in luxury
hotels. Previous studies have assumed positive correlation between ‘green’ practices and hotel
staff’ perceptions and behaviour. Employees can however perceive ‘green’ practices negatively
with a subsequent effect on the extent of staff (dis)engagement in environmental conservation.
This study explores perceptions of ‘green’ practices and the related behavioural response among
luxury hotel employees in China. The study classifies employee perceptions as positive, neutral,
and negative and categorizes them into four types: value creation; image building; control system;
formalism. These perceptions trigger five patterns of behavioural response ranging from positive
(pro-active support), via neutral (passive compliance; indifference) to negative (informal protest;
avoidance). The study’s findings enable preliminary conceptualization of the complex employee
response to environmental sustainability interventions in luxury hotels in China and beyond.
Keywords: upscale hospitality, environmental management, human resources management,
sustainability perceptions, pro-environmental behaviour
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The Contribution of Tourism to Life Satisfaction in Destinations Highly
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Abstract
Tourism has a significant impact on the residents of host community and consequently on their
perceived wellbeing (Lipovčan, Brajša-Žganec & Poljanec-Borić, 2014; Woo, 2015). This study
examines the causal relationship between the perceived impact of tourism, economic dependence,
tourism organisation, and satisfaction with various domains of life (International Wellbeing
Index). Ližnjan and the island of Vir, both Croatian destinations, were selected as study sites. They
are small seaside destinations with a similar number of inhabitants (Vir 3,000 and Ližnjan 3,956),
but at different stages of development. The island of Vir is a mature destination with about 95,400
tourists (2019), while Ližnjan is a less visited destination (32,611 arrivals in 2019). Both
destinations are sun and sea destinations and face seasonal problems. Both destinations and their
residents depend on tourism, with residents actively involved in tourism activities by providing
private accommodations to tourists. An on-site survey was conducted in 2019, collecting 414 valid
questionnaires (265 in Vir and 149 in Ližnjan). The questionnaire was developed using items from
several studies (Andereck & Vogt, 2000; Choi & Murray, 2010; Cummins at al. 2003; Kim et al.,
2013; Ko & Stewart, 2002). The first part of the questionnaire measured the International
Wellbeing Index (IWI), which was developed by Cummins at al. (2003). The IWI consists of the
Personal Wellbeing Index (PWI) and the National Wellbeing Index (NWI). The PWI measures
residents’ satisfaction with their personal relationships, health and safety, standard of living,
community connectedness, life successes, and future security. The NWI measures satisfaction with
the economic situation, environmental conditions, social conditions, government, business, and
national security in the country in which one lives. The next part of the questionnaire measured
residents’ perceived impacts of tourism and their level of support for tourism, and collected
information on the perceived personal economic benefits of tourism and the local tourism
organisation. The last part of the questionnaire collected the socio-demographic data of the
respondents. SPSS and Smart PLS are used to analyse the collected data. To test the causal
significance of pathway-level relationships and differences, partial least squares (PLS) and
multigroup analysis (MGA) were used. This study aims to contribute to a better understanding of
the relationships between concepts, focusing on the link between tourism support and wellbeing,
but also examining how each of the independent concepts is related to wellbeing and its
components (excluding tourism support). In addition, the model will be tested on two tourismdependent destinations with different levels of visitation.
Keywords: life satisfaction, wellbeing, tourism, residents’ perception, support
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Abstract
Three-dimensional (3-D) printing uses digital data to create a physical 3-D object. The patent of
3-D printing technology which was founded in an industrial research center in Japan in 1981,
belongs to Charles W. Hull (Coşkun Topuz et al., 2018). 3-D food printing is performed by
compressing food materials and transforming them into 3-D objects layer by layer. 3-D printers
are seen as revolutionary tools in food production in terms of shape, color, taste, texture, and
ingredient customization (Attaran & Attaran, 2020). First examples of food printers were
developed and patented in the 1990s by Nanotek Instrument Inc. These samples were used in the
production of personalized birthday cakes. In 2009, Nico Klaeber designed a printer with a small
robotic arm that produces customized multi-ingredient meals. Other examples have followed these
pioneers over the years. These examples, whose starting point is to create a virtual 3-D, have been
further developed with recipe modifications, food writing processes, and equipment modifications
(Sun et al., 2015). Known as the world’s first 3-D restaurant, Food Ink Restaurant offers its guests
the experience of tasting food produced in 3-D printers, with the slogan where the quality meets
art, philosophy, and tomorrow’s technology. Another feature of the restaurant is that all materials
such as tables, chairs, tablecloths, plates, glasses, and cutlery in the restaurant are produced by the
3-D printers (Saldamlı et al., 2021). 3-D printing has a great potential in the food and beverage
industry for the creation of complex, geometric shapes, detailed textures, and special nutritional
ingredients. The aim of this paper is to provide detailed information about 3-D printing and its
impact on the food and beverage industry.
Keywords: 3-D printing, food printing, 3-D food printers
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Abstract
TripAdvisor is the most popular online review website dedicated to the rating of hotels. More than
80% of travelers tend to seek advice or read reviews prior to booking. This made Tripadvisor a
worldwide phenomenon. On the other hand, professional managers attach great importance to
these reviews’ quality, quantity, and up to dates since their hotel’s rankings are determined based
on these criteria. The ranking is so important for management since there are findings that strong
correlation between Tripadvisor business listing rankings and revenue per available room/average
daily room rate. However, Tripadvisor does not share the details of the ranking algorithm. So,
weights of quality, quantity, and age of reviews are a mystery. In this context, the aim of this
research is to figure out the weights of quality, quantity and age of reviews in ranking of the hotels
in business listing in Tripadvisor. A conceptual framework is established on a multiple regression
model. 100 hotels from 2 different regions in Turkey are analyzed and results are investigated. The
result presents critical information for professionals who will have the ability to know how they
can improve their hotels’ rankings on Tripadvisor and establish their marketing strategy.
Keywords: Tripadvisor, ranking weights, online reviews
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Air Connectivity After the Extra Long Range Aircraft
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Abstract
Tourism and mobility feed one another, and the same principle applies on air travel. International
tourism arrivals by air account for almost 60%. While it can be argued that the world today is well
interconnected, there are still inequalities in air connectivity. Indirect and direct connectivity for
instance impact the accessibility of a tourism destination and at the same time a destination’s
attractiveness impacts its accessibility. Several tourism destinations are impacted by the air
connectivity type that is available in their nearby or serving airport of their region or proximity.
At the same time, airline business models have evolved, and it is highly likely that this
transformation will continue to unfold since the market and the passengers’ needs are constantly
evolving. The introduction of long-range medium size aircraft might change the way connectivity
used to operate till now. This paper explores the future of air connectivity following the
introduction of these aircraft types.
Keywords: destination management, air connectivity, air transport
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The Impact of the Market of Laskar Pelangi the Novel and the Film on the
Tourism Industry in Pulau Belitung, Indonesia: A Proposal
Muhammad Aqram Shahidan Hadzri and Halimah Mohamed Ali
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Abstract
Tourism is a sustainable activity that adds value to the land and develops its interpersonal
relationships. In Indonesia it is a major industry and the profit from the industry contributes 4.7
percent of the annual turnover. It is expected to continue to expand after the end of the COVID19
pandemic with the influx of international tourists. The place that is the focus in this research is
Pulau Belitung. The main economy of Pulau Belitung before 2005 was tin mining and seafood.
After the publication of the novel Laskar Pelangi (2005) by Andrea Hirata and its adaptation to a
film with the same title, tourism on Pulau Belitung increased. Most of the places that are the
background of the novel have been used as tourist locations, because they were turned into the
setting of the film. Thus, this research is a study of how the impact of adaptation influences tourism
to become a major local economy by indirectly elevating literature and culture. Therefore, Philip
Kotler’s marketing theory will be applied to analyze the needs of the tourist industry in Pulau
Belitung via literature and film.
Keywords: Laskar Pelangi, Indonesia, tourism, adaptation, novel
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Abstract
Classified under sports tourism golf tourism has a major share in tourism market not only because
of the number of golfers travelling but also because of their average spending (Correia, Barros, &
Silvestre, 2007). Besides being a main motivation for a significant market, golf is also a
supplementary activity and plays a key role in extend the length of stay at the destination (Barros
et al., 2010). Because golf diversifies the tourism product it reduces the impacts of seasonality for
resort destinations (Palmer, 2004). In Europe alone there are more than four million registered
golfers (KPMG, 2019). The attractiveness of golfers as tourists has already received attention
particularly in resort destinations. Destinations in Southern Europe such as Spain and Portugal
(Completo and Gustavo, 2014) have started to diversify into golf to mitigate the seasonality of the
mass tourism (Garau-Vadell & Borja-Sole, 2008). Turkey as an emerging golf tourism destination
also succeeded to increase its golf tourism volume by 83% between 2003 and 2018 (Betuyab,
2021). Because of its direct and indirect impacts, golf tourism is now also stressed in government
policy documents as an alternative tourism product and targeted in strategic development and
action plans (e.g. Yarcan & Cetin, 2021; TRMoCT, 2007). Yet despite its potential and strategic
attention from the industry, the tourism literature overlooked golf as a tourism product. Few studies
on golf tourism is focused on length of stay (Barros, Butler, & Correia, 2010), and the profile of
golf tourists (Tassiopoulos, & Haydam, 2008), service quality and value (Hutchinson, Lai, &
Wang, 2009; Moital & Dias, 2012), novelty (Petrick, 2012), satisfaction (Moital & Dias, 2012;
Moital, Dias, & Machado, 2013), behavioral intentions (Hutchinson, Lai, & Wang, 2009;
Hutchinson, Wang, & Lai, 2010). However, no previous study identified the characteristics of an
ideal golf tourism destination. Some destinations can be more suitable for golf tourism
development than others particularly considering the sustainability of tourism. Hence the main
objective of this study is to identify the attributes of the ideal golf tourism destinations. In order to
reach this objective a qualitative approach has been adopted. Semi-structured interviews were
conducted with golf tourists and golf tourism experts in Belek, Turkey. Belek can be considered
as an ideal case to explore these attributes because it has been the center of golf tourism
development in Turkey. Belek was also awarded with various prizes by the international golf
tourism community and referred to as the “Golf Mecca” (Cetin, 2008). In 2019, around 250,000
golf tourists visited the Belek region, and most of these tourists were citizens of Western Europe
(Germany, England, France) and Scandinavia (Sweden, Norway, Denmark) countries. Golf game
revenues created in the same year in Belek region were 190 million Euros (Betuyab, 2021).
Respondents were recruited based on their expertise on golf tourism among different stakeholders
representing golf courses (2), golf hotels (3), travel agencies (1), tour operators (2), golf pros (1)
and golf tourists (3). A snowball technique was also used. All interviews are conducted face to
face, electronically recorded and transcribed. Both transcriptions and interview notes were than
content analyzed based on open coding procedures by each authors independently. Than authors
meet several times to discuss their classifications and agreed on the final list of destination
attributes as generic attributes (i) such as accessibility and transportation, safety-security,

13

University of South Florida (USF) M3 Publishing

shopping, local hospitality and cultural resources including gastronomy; geographic attributes (ii)
such as climate, terrain, topography and water resources; golf specific attributes (iii) such as the
variety and quality of golf courses and lodging facilities, international events and tournaments and
finally humanic attributes (iv) such as local golf knowledge and demand including golf champions
created by the destination. Golf tourism is emerging as a significant type of alternative tourism
experiencing increased demand and investments. Understanding the attributes of ideal golf tourism
destinations might inform better decisions both for destination planners and tourism industry
stakeholders. Both public and private sector should seek generic, geographic, golf-related and
humanic attributes identified in this study to identify and plan new golf tourism destinations.
Future research in this domain would focus on measuring the importance of these attributes in
different settings and maybe for other potential alternative tourism types.
Keywords: golf tourism, golf destinations, alternative tourism
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Abstract
Job insecurity (JIS) is one of the severe job stressors and is still an unresolved issue in the
hospitality industry (Etehadi & Karatepe, 2019). There are two components of JIS: qualitative JIS
and quantitative JIS. Quantitative JIS denotes employees’ perceptions of uncertainty about the
future of their job, while qualitative JIS refers to employees’ perceptions of loss of some features
associated with their job (Callea, Presti, Mauno, & Urbini, 2019). Research indeed demonstrates
that qualitative JIS and/or quantitative JIS impede job performance, erode job satisfaction and
organizational commitment, exacerbate absenteeism, nonattendance intentions, and quitting
intentions, and heighten work-related strain (e.g., Callea et al., 2019; Jiang & Lavaysse, 2018;
Jung, Jung, & Yoon, 2021; Karatepe, Rezapouraghdam, & Hassannia, 2020; Vo-Thanh et al.,
2021). The empirical pieces in the general management and hospitality literatures have enhanced
the understanding about JIS. However, they have not investigated the effects of both qualitative
and quantitative JIS simultaneously on employees’ propensity to leave work early, propensity to
be late for work, turnover intentions, and non-green behaviors. As claimed by Urbanaviciute,
Lazauskaite-Zabielske, and De Witte (2021), “…the way in which its qualitative and quantitative
dimensions co-occur is not fully understood. As a result, the variety of their combinations and
potentially differential effects that they produce remain underexplored” (p. 415). In addition, nongreen behaviors, which “…reflect an accumulation of minor behavioral deviations or minor
individual decisions that detract from environmental sustainability” (Paillé, Morelos, Raineri, &
Stinglhamber, 2019, p. 725), has been subjected to limited empirical inquiry (Karatepe,
Rezapouraghdam, & Hassannia, 2021). Against the above backdrop, our paper investigates
whether qualitative JIS better explains withdrawal intentions and non-green behaviors than
quantitative JIS during COVID-19. Consistent with the works of Somers (2009) and Pelled and
Xin (1999), propensity to leave work early, propensity to be late work, and turnover intentions
represent employees’ withdrawal intentions. Data came from customer-contact employees in the
four- and five-star hotels in Ankara, the capital city of Turkey. We used the marker variable
technique to control the risk of common method variance (Podsakoff, MacKenzie, Lee, &
Podsakoff, 2003). The findings from the regression analysis reveal that the positive impact of
qualitative JIS on propensity to leave work early, propensity to be late work, and turnover
intentions is stronger than the positive impact of quantitative JIS. This is because of the fact that
customer-contact employees want to remain with the company during the COVID-19 pandemic
and want to possess employment continuity in lieu of job functionality. The findings further
demonstrate that qualitative JIS positively influences employees’ non-green behaviors, while
quantitative JIS diminishes their non-green behaviors. Employees who perceive threat of losing
their job do not want to leave the company during the COVID-19 pandemic. Under these
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conditions, they exhibit low levels of non-green behaviors. On the other hand, loss of job features
decreases their motivation to pay particular attention to their green behaviors.
Keywords: hotel employees, propensity to be late for work, propensity to leave work early,
qualitative job insecurity, quantitative job insecurity, turnover intentions
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Abstract
Environmental sustainability has become a priority in various hospitality companies’ agenda. For
example, reducing waste, less consumption of energy and water, and improving responsible sourcing
are among the priorities in Hilton Hotels’ environmental sustainability program (Hilton, 2021).
However, to achieve these environmental goals, employees should be involved in the process. Green
human resource management, which is defined as “…the systematic, planned alignment of typical
human resource management practices with the organization’s environmental goals…” (Jabbour,
2013, pp. 147-148), is the environmental and green aspect of human resource management
(Aboramadan & Karatepe, 2021). Green training, green selective staffing, green rewards, and/or green
teamwork represent green human resource managerial practices (Aboramadan & Karatepe, 2021; Ari,
Karatepe, Avci, & Rezapouraghdam, 2020). The presence of such practices motivates employees to
contribute to the company’s environmental sustainability program and exhibit green behaviors (cf.
Nisar et al., 2021). Green work engagement is a motivational variable that makes employees work with
intensity on their environmental tasks, feel positive about their green responsibilities, and devote much
attention to these tasks and responsibilities (Aboramadan, 2020). However, the extant literature seems
to be devoid of evidence whether green human resource management fosters employees’ green work
engagement and therefore leads to elevated levels of green behaviors. This is evident in recent review
studies (e.g., Amrutha & Geetha, 2020; Pham, Hoang, & Phan, 2020). Against this background, our
paper proposes and tests a research model that explores green work engagement as a mediator of the
impact of green human resource management on employees’ green recovery performance and taskrelated pro-environmental behaviors. Reformulation of attitude theory is used to develop the
abovementioned relationships (Bagozzi, 1992). Specifically, employees’ favorable perceptions of
green human resource management (cognitive evaluation) lead to green work engagement (emotional
response), which in turn governs their green behaviors (behavioral outcome). Green recovery
performance denotes employees’ responses to customers’ complaints about the company’s
environmentally unfriendly activities (Luu, 2018). Task-related pro-environmental behavior is defined
as “…the extent to which employees complete their required work tasks in environmentally friendly
ways” (Bissing-Olson, Iyer, Fielding, & Zacher 2013, p. 157). Data came from customer-contact
employees in the five-star hotels in Northern Cyprus, which operated during the COVID-19 pandemic
in 2020. Data were collected in three waves and employees’ green recovery performance task-related
pro-environment behaviors were rated by their supervisors. This enabled us to control the risk of
common method variance (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). The research model we
proposed is viable. That is, the findings from structural equation modeling suggest that green work
engagement partly mediates the effect of green human resource management on green recovery
performance and task-related pro-environmental behavior.

Keywords: green human resource management, green recovery performance, green work
engagement, hotel employees, pro-environmental behavior
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Abstract
In a market environment where there is stiffening competition, astute hotel managers realize that
retention of loyal customers is a key to the organizational success. Customer-contact employees
who have frequent interactions with customers play a critical role in this process. However, these
employees are beset with work-related stress and strain and are unable to carry out the task
requirements successfully. When this is coupled with the dark side of destructive leadership
practices, such employees display negative job outcomes. For example, narcissistic leaders are
selfish, self-centered, pay utmost attention to power and admiration and are devoid of empathy,
(Campell & Foster, 2002; Rosenthal & Pittinsky, 2006). The presence of narcissistic leadership
triggers job stress, impedes voice behavior, and erodes psychological safety, affective
commitment, and change-related organizational citizenship behavior (Wang, Jian, Guo, Zhang, &
Liu, 2021; Yao, Zhang, Liu, Zhang, & Luo, 2020). Authoritarian leadership, which is one of the
destructive leadership styles, refers to “…leader’s behavior that asserts absolute authority and
control over subordinates and demands unquestionable obedience from subordinates” (Cheng,
Chou, Wu, Huang, & Farh, 2004, p. 91). Authoritarian leaders practice unilateral decision making
and have the authority over the process (Schuh, Zhang, & Tian, 2013). Authoritarian leadership
gives rise to undesirable consequences such as job dissatisfaction, lower intent to stay, and poor
job performance (Schaubroeck, Shen, & Chong, 2017; Schuh et al., 2013). In addition, employees
are also plagued with unethical behaviors demonstrated by their supervisors (Dimitriou &
Schwepker, 2019). As a destructive leadership style, unethical leadership highlights “… behaviors
conducted and decisions made by organizational leaders that are illegal and/or violate moral
standards, and those that impose processes and structures that promote unethical conduct by
followers” (Brown & Mitchell, 2010, p. 588). In a company where unethical leadership is
practiced, unethical pro-organizational and knowledge-hiding behaviors as well as moral
disengagement are observed (Hsieh, Hsu, Kao, & Wang, 2020; Moutousi & May, 2018; Qin, Xie,
& Cooke, 2021). Managers may practice narcissistic, authoritarian, and/or unethical leadership in
the workplace. However, employees who experience or suffer from one of these leadership styles
are likely to be less enmeshed in their jobs and display organizational cynicism (Aboramadan,
Turkmenoglu, Dahleez, & Cicek, 2021; Erkutlu & Chafra, 2017). Against this background, our
paper proposes a research model that examines whether the impact of unethical leadership on job
embeddedness (JEM) and organizational cynicism is stronger than the effects of narcissistic and
unethical leadership and the indirect effect of unethical leadership on organizational cynicism, via
JEM, is stronger than the indirect effects of narcissistic and unethical leadership. JEM is a
motivational variable that explains the reasons why employees stay instead of leaving the company
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(Mitchell, Holtom, Lee, Sablynski, & Erez, 2001). Organizational cynicism denotes employees’
negative attitudes toward the company due to “…a belief that the organization lacks integrity,
negative affect toward the organization, and tendencies to disparaging and critical behaviors
toward the organization that are consistent with these beliefs and affect” (Dean, Brandes, &
Dharwadkar, 1998, p. 345).
Keywords: authoritarian leadership, hotel employees, job embeddedness, narcissistic leadership,
organizational cynicism, unethical leadership
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Abstract
In an environment where there is stiffening competition, companies have begun to focus on green
marketing and environmental sustainability to gain a competitive advantage (Leal Filho et al.,
2019; Saunila, Rantala, Ukko, & Havukainen, 2019). This is also true for a number of destinations
that would promote brand destination love. Green destination brand love refers to tourists’
emotional attachment to a destination, which invests in green and environmental sustainability
initiatives (Aro, Suomi, & Saraniemi, 2018; Huang & Liu, 2021) and is one of the critical factors
influencing tourists’ propensity to visit/revisit and proclivity to pay (Huang & Liu, 2021; Panda et
al., 2020; Papista & Dimitriadis, 2019). This is not surprising because astute buyers are more
conscious about the protection of the ecological environment and green marketing (e.g., Hameed,
Hussain, & Khan, 2021). In light of these trends, hospitality managers also seek to find
mechanisms to foster tourists’ green destination brand for the achievement of better competitive
performance and higher profitability (Ahn & Kwon, 2020; Mishra & Gupta, 2019). Such efforts
would contribute to the promotion of the green destination brand. Recent empirical pieces reveal
that tourists’ inclination toward social media and celebrity endorsement about a specific brand
triggers their brand credibility, which in turn leads to destination brand love (Amora, Barroco, &
Antunes, 2020; Zhang, Xu, & Gursoy, 2020). However, our search made in the relevant literature
implicitly shows that the relationships of green advertisement and celebrity endorsement to green
destination brand credibility and green destination brand love has not been subjected to empirical
inquiry so far. Against the above backdrop, our paper proposes a research model that explores the
interrelationships of green advertisement, celebrity endorsement, green destination brand
credibility, and green destination brand love. Tourists are likely to prefer the destination based on
celebrity endorsers’ trustworthiness and expertise (Zhang et al., 2020). The presence of green
advertising efforts and celebrity endorsement would contribute to the green destination brand
credibility. Tourists who find a promise of value regarding the green destination would develop
positive feelings about the destination and fall in love with it. Tourists’ eco-label knowledge would
strengthen the positive effects of green advertisement and celebrity endorsement on green brand
credibility. Eco-label knowledge would also moderate the indirect effects of green advertisement
and celebrity endorsement on green destination brand love via green brand credibility such that
the indirect effects are stronger when eco-label knowledge is high.
Keywords: celebrity endorsement, eco-label knowledge, green advertisement, green destination
brand credibility, green destination brand love
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Abstract
The role of the hospitality industry in enhancing individuals’ well-being is widely recognised
(Song et al., 2018; Altinay et al., 2019). Notwithstanding this wide recognition, hospitality services
have also been criticized for not being fully attentive to the well-being of their customers with
focus being generally placed on amenities or products featuring health, while overlooking other
dimensions of customers’ well-being (Gallan et al., 2021). This omission is interesting given the
growing public and academic debate within various disciplines including tourism and hospitality
around well-being of customers in general (Chen et al., 2022) and vulnerable customers in
particular such as the elderly people (Sie et al., 2021). Recent research also highlights the role of
social interaction in enhancing the well-being of elderly consumers in hospitality settings (Song et
al., 2018; Altinay et al., 2019). Despite valuable contribution, existing research does not examine
the role of favorable social interactions in enhancing elderly customers’ well-being. More
importantly, existing research seems to neglect the transformative power that can be generated
through favourable social interaction with hospitality employees to foster elderly consumers’
social connectedness and social well-being. To fill this gap and building on a transformative
service research perspective, the present study draws on a mixed-methods approach using a
sequential quantitative-qualitative design to understand the interface between favorable social
interactions, social connectedness, and social well-being. The study utilized data from 267 elderly
customers in senior caring facilities as well as data collected through three focus groups in China.
The study highlights the social benefits of favourable social interactions with employees for elderly
consumers. By adopting a transformative service research lens, the study also responds to a recent
call for more empirical investigation focusing on hospitality ecosystems (Galeone & Sebastiani,
2021). While hospitality practices readily exist in senior care settings, senior caring facilities seem
to be an ignored segment within the hospitality industry. Thus, the study contributes to a limited
stream of research addressing tourism and aging.
Keywords: favorable social interactions, well-being of elderly, transformative service research
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Abstract
Amid the Experience Economy, heritage attractions and museums are under pressure to adapt to
the needs of experience-seeking tourists. If they are to remain competitive in a challenging
marketplace, managers must acknowledge the visitor’s role as an experience co-creator and
facilitate heritage experiences that privilege co-creation between the experience provider and
consumer. Although much research in tourism studies has highlighted the importance of cocreation in tourist experiences, heritage attractions and museums are left wondering how to foster
this new dynamic between them and their visitors. Storytelling has been posited as a co-creative
tool that increases consumer engagement and leads to memorable tourist experiences. As such,
storytelling presents itself as an accessible and effective way for heritage attractions and museums
to offer experiences that are more aligned with the expectations of the modern heritage tourist.
However, a significant lack of knowledge exists regarding storytelling’s definition,
implementation, and impact in heritage tourism settings. This work serves to address these
problems by identifying the various elements of heritage storytelling in the literature, providing a
practical example of how these elements can be implemented in a real service context, and
evaluating the impact of storytelling on visitors. More specifically, this research paper aims to
provide insight on the following questions: 1) What are the elements of heritage storytelling?; 2)
How is storytelling received by heritage tourists overall?; 3) How do heritage tourists feel that
storytelling influences their experience?; and 4) What are some of the limitations and possible
areas of expansion for storytelling in heritage settings? Based on the different types of storytelling
identified in the literature, a “storytelling tour” was designed and implemented at a small-scale
heritage museum located in a touristic town situated in the Algarve (southern region of Portugal).
Three groups of participants took part in the “storytelling tour”, as well as the subsequent focus
groups to share their thoughts on the storytelling experience. Focus group data were analyzed using
reflexive thematic analysis in NVivo. Data analysis revealed that, overall, participants received the
“storytelling tour” positively. In fact, most participants expressed surprise at the preponderance of
stories in the visit and found the stories engaging. Regarding storytelling’s impact on the visitor’s
experience, three central themes were identified: emotional engagement, imagination, and
memorability. In sum, storytelling impacted the heritage experience of the visitor by stimulating
affective responses, evoking imagination, and creating memorable experiences. The outcome is a
co-creative experience that effectively allows the visitor to engage in personal meaning-making
and experiential learning in heritage tourism settings. Nevertheless, participants made suggestions
as to how the storytelling experience could have been improved considering factors of authenticity
and participation. More specifically, they expressed interest in having the tour integrated with the
local life and town of Tavira, as well as interactive technologies and activities. Although findings
of this work largely corroborate those of past studies, this study’s results substantiate storytelling’s
relevance in heritage tourism contexts, as well as offer a preliminary guide as to how to implement
storytelling in the experience design of a heritage attraction or museum. This work was completed
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under several constraints, including limitations caused by the COVID-19 pandemic. Consequently,
the results of this work may have limited validity, transferability, and replicability, particularly
due to methodological concerns. Future avenues for research include conducting a systematic
literature review to identify all possible elements of heritage storytelling. Further studies on this
topic could also utilize an experimental approach and quantitative data analysis to infer a causeand-effect relationship between storytelling and other elements of tourists’ heritage experiences.
Keywords: storytelling, co-creation, heritage tourism, new museology
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Abstract
Responsible tourism is essential for sustainability in tourism. Responsible tourism emphasises the
responsible actions of all the stakeholders involved in any tourism activity. The concept of
responsible tourism has been widely addressed in tourism research and practice. However, studies
in context to tourists’ contribution towards implementation of responsible tourism are scarce.
Tourists have great potential to cause an economic, environmental and cultural impact on the
destination. The pandemic has changed the way tourists travel and has highlighted the need for
responsible tourist behaviour to manage a destination sustainably. This study will primarily
highlight the role played by tourists in responsible tourism. The study will also examine how the
COVID-19 pandemic has triggered a sense of responsibility among tourists and explore the
changing patterns of tourist travel choices. Using the theory of planned behaviour (TPB), the
behavioural perspective of the tourists has been analysed using 17 semi-structured interviews. The
study concluded that the tourists portray responsible behaviour while choosing their travel
destination and behaves responsibly during the trip. At the same time, tourists also highlighted the
role of service providers in carrying out responsible tourism activities at the destination. The study
helps the tourism stakeholders to understand and practice responsible tourism.
Keywords: responsible behaviour, tourist behaviour, sustainable tourism, COVID-19, theory of
planned behaviour
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Abstract
Tourism has stood in front of us as an important sector worldwide for many years. UNWTO-World
Tourism Organization announced that 2019 international tourist arrivals reached 1.5 billion.
Tourism products have improved and diversified over time, and alternative tourism areas have
emerged. However, the pandemic, changing demographic factors, consumer expectations and
technological developments give us clues that tourism products will shift to various areas in the
future. Third age tourism, medical tourism, the use of augmented reality in tourism and space
tourism take attention among the tourism markets of the future. With the changing demographic
structure, the world population is aging and this aging population is more involved in tourism
mobility. The expectations of people over the age of 65, which we define as third age tourism,
from tourism products differ from other groups. Medical tourism, which is also included in health
tourism and includes people traveling for treatment or health intervention, is a prominent tourism
area in the world. Another area that will lead to innovations in tourism and create different markets
is the use of augmented reality in the tourism sector. The most exciting of the future tourism
markets is undoubtedly space tourism. Today, space tourism has ceased to be a dream and has
become a reality. In this study, a literature review has been made about third age tourism, medical
tourism, augmented reality in tourism and space tourism, which are among the future markets in
international tourism. Both the theoretical aspect of the subject and the applications that can be
considered as experience in these fields are mentioned. It is hoped that the study will contribute to
further studies in this area.
Keywords: tourism, marketing, future
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Abstract
The proliferation of environmental problems across the world necessitated counteracts to be global
against them. Leading environmental problems are climate change, the emergence of diseases,
depletion of water resources, pollution and famine which cause people to be more sensitive to the
environment problems. Accordingly, there is a trend in awareness levels of both consumers and
businesses about the environmental problems. Taking the cost reduction urge of businesses, the
increasing environmental awareness of customers, government policies and regulations, being
green is becoming an inevitable trend for the hotel industry. Intense competition in tourism
industry makes harder for hotels to attract tourists. Recently, environmental awareness turned out
to be a profound aspect of competition. It is very important for hotels to implement an
environmentally friendly strategy to share with the environmentally conscious tourists. Corporate
websites of hotels are among the integral means for hotels to communicate with their customers.
The policies of hotel businesses on sustainability and environment and sharing their awareness on
this issue with their potential customers on their corporate websites can positively affect both their
image and sales. In this study, the environmental contents of the web pages of hotel businesses
were analyzed. The amount of literature is scarce on exploring the communication of hotel
businesses with their potential customers through corporate websites concerning their
environmental protection and sustainability policies. In this study, the awareness levels of big
hotels about environmental protection and sustainability is evaluated in general. The objective of
this study is to examine how much green marketing theme is included in the web pages of 4- and
5-star hotels in Istanbul. For this purpose, the corporate websites of 85 5-star and 95 4-star hotels
affiliated to TUROB in Istanbul were assessed. In this study, it has been revealed that the majority
of 4- and 5-star hotels in Istanbul, which are affiliated with TUROB, do not include green-themed
marketing strategies on their corporate web pages.
Keywords: digital marketing, green marketing, Istanbul
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Abstract
The main purpose of the study is to reveal the consumer preferences that the ongoing COVID’19
pandemic can create in post-pandemic holiday tourism demands. It is tried to understand frequency
of going on vacation compared to pre-pandemic, the distance and features of the destination to go
on a holiday after the pandemic, modes of transportation to be used for travel, the type of vacation
and activities planned to be taken. By making use of field research and similar studies conducted
in the world and in Turkey, some suggestions are presented to destination planners and managers
and tourism operators about the changes that may occur in the behavior of tourists who will travel
for holiday purposes. The study basically consists of three parts. In the first part, similar studies
are examined with the literature review. The risks perceived by tourists who will travel for holiday
purposes and tourist behaviors that may occur in post-pandemic travels are revealed. In the second
part, a field study was carried out to get the opinions of consumers who plan to travel for vacation
after the pandemic, by using social media tools, through the prepared questionnaire, and the
findings were obtained by making appropriate statistical analysis of the obtained data. In the last
part of the study, the findings obtained from the field study were compared with similar studies
examined in the literature and some suggestions were developed. The field work of the study was
carried out in the spring of 2021 and 294 questionnaires were evaluated. 56.1% of the participants
stated that the negative effects of the COVID’19 pandemic will continue for 1-2 years, 25.1% of
them estimated for 3-4 years, and 18.4% of the participants said that pandemic will continue for 4
years or longer. 37.1% of the participants stated that they would go on vacation less after the
pandemic, 24.5% said more frequently, and 38.4% said that they would go on holiday with the
same frequency after the pandemic. Participants stated that they completely agree with the
following statements; If a hotel has a safe tourism certificate affects my preference positively
(4,41), I prefer holiday destinations with low tourist density (4,20), I prefer a holiday region which
has a reliable health provider that I can access (4,36), I prefer accommodation facilities with
sufficient physical distance (4,30). Due to the curfew restrictions applied within the framework of
the COVID’19 pandemic measures during the field work of the research, the questionnaire was
sent via social media tools. 302 returned questionnaires were examined and 294 of them were
evaluated. Since the field study could not be done face to face, quota sampling could not be applied
in terms of gender, age, education, income. The COVID’19 pandemic still negatively affects the
whole world with its different variants. This study, like many other studies in Turkey and in the
world, can contribute theoretically to the tourism literature, and to the tourism sector in terms of
application. The application part of the study has a unique value. This study can set an example
for the studies to be carried out on the subject and help researchers and practitioners in their studies.
Keywords: holiday tourism, COVID-19 pandemic, touristic consumer behaviors, post-pandemic
tourism, new trends in tourism
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Abstract
Psychological hardiness is one of the essential personal resources which may help customercontact employees to manage the pressure of the challenging work conditions and work overload
(Andringa, Poulson, & Pernecky, 2016). Such a valued personal resource highlights the resilience
of individuals to balance job demands by viewing stressful and challenging situations as
meaningful (Chia & Chu, 2017). Employees high on psychological hardiness may display job
crafting, which refers to “…the changes that employees may make to balance their job demands
and job resources with their personal abilities and needs” (Tims, Bakker, & Derks, 2012, p. 174).
Job crafters can balance their job resources and job demands with their personal knowledge. This
makes their job more meaningful and leads to higher work engagement (Bakker & Demerouti,
2017). Work engagement, which is characterized by “vigor”, “dedication”, and “absorption”
(Schaufeli & Bakker, 2004), is a critical motivational construct and is an immediate predictor of
job performance (Ozturk, Karatepe, & Okumus, 2021). One of these performance outcomes is
service innovative performance. Service innovative performance refers to service improvement
behavior by creating novel solutions and effective strategies for problem-solving in the workplace
(Kim, Karatepe, & Lee, 2018). We use job demands-resources theory to develop the hypotheses
regarding the interrelationships of psychological hardiness, job crafting, work engagement, and
service innovative performance (Bakker & Demerouti, 2017). Demerouti (2014) states, “...job
crafting occurs in demanding, resourceful and changing work environments by employees who
are proactive, motivated by growth, or who experience misfit between their motivational style and
the environmental cues” (p. 241). With this realization, we focus on hospitality employees. In
short, the purpose of our paper is to propose and test a research model that examines job crafting
and work engagement as the mediators linking psychological hardiness to service innovative
performance. Data came from 186 customer-contact employees in the hospitality industry in the
United Kingdom. We used Prolific.com to collect data in three waves (time lag: one week). This
enabled us to control the risk of common method variance. The findings from structural equation
modeling demonstrated that psychological hardiness enhanced employees’ job crafting and work
engagement. Job crafting fostered employees’ service innovative behaviors. Surprisingly, work
engagement did not depict a significant association with service innovative performance. The
findings further revealed that job crafting completely mediated the impact of psychological
hardiness on service innovative performance. Contrary to our prediction, the findings lent no
credence to work engagement as a mediator. That is, work engagement did not significantly
mediate the linkage between psychological hardiness and service innovative performance.
Keywords: hospitality employees, job crafting, psychological hardiness, service innovative
performance, work engagement
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Abstract
In today’s marketplace, hotel companies are responsible for a considerable amount of global
environmental pollution (e.g., Karatepe, Rezapouraghdam, & Hassannia, 2021). Soil pollution
associated with sewage is among these problems in the hotel industry. In a competitive market
environment, hotel managers now realize that they have to invest in green initiatives and
environmental sustainability. With this realization, they quest for appropriate mechanisms that
may warrant employee engagement and employee involvement in environmental sustainability
activities. According to recent studies, green transformational leadership, which refers to
“behaviors of leaders who motivate followers to achieve environmental goals and inspire
followers to perform beyond expected levels of environmental performance” (Chen & Chang,
2013, p. 109), is a promising green leadership style (Mittal & Dhar, 2016). Green transformational
leadership can play a critical role in the inspiration of employees through the company’s
environmental sustainability program. Research indeed reveals that green transformational
leadership triggers green organizational identity, green creativity, green innovation, green
thinking, and green organizational citizenship behavior (Begum, Ashfaq, Xia, & Awan, 2021;
Ogretmenoglu, Akova, & Goktepe, 2021). In a work environment where there is successful
implementation of green transformational leadership, hotel employees are motivated to come up
with novel green ideas for improvement in environmental sustainability and implement these ideas
to contribute to the organizational performance. Despite this recognition, green work engagement,
which is a green motivational construct, has been largely neglected in the extant literature
(Aboramadan, 2020; Karatepe et al., 2021). Against this background,, our paper proposes a
research model that investigates green work engagement as a mediator linking green
transformational leadership to green creativity and green innovative behavior. As personal
resource, green intrinsic motivation refers to “…the motivation that engages in a green behavior
that arises from within the individual…” (Li et al., 2020, p. 2). We propose that green intrinsic
motivation moderates the abovementioned relationships. That is, green intrinsic motivation
moderates the indirect effect of green transformational leadership on green creativity and green
innovative behavior via green work engagement such that the indirect effect is stronger when green
intrinsic motivation is high.
Keywords: green behaviors, green intrinsic motivation, green transformational leadership, green
work engagement, hotel employees
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Abstract
Historic places include different layers shaped over years and are considered as social, cultural, and
economic possessions of cities. These historical sites are precious and vital in the strategic development
of cities because of their unique features and image. Historic cores in the cities do not just reflect the
cultural heritage, but also represent the identity of cities and have the main role in marketing, tourism
development, and economic development of cities (Al-hagla, 2010: Heath et al.,2001). However, urban
tourism and protecting the historic cores of the cities are considered as two opposing concepts and are
referred to as two sides of the same coin generally in the majority of Western European countries (Van
Oers, 2012). The preservation of architectural heritage in the urban landscape is a multifaceted extent
that requires basic protection (research, valuation, legal protection) and protection through planning
strategies and documentation (Muminović et al., 2020). The United Nations Educational, Scientific,
and Cultural Organization (UNESCO) labels historic urban landscapes as world heritage. Tomb of
Qābus Ibn Voshmgir which is built in AD 1006, in the north-east of Iran, in a city which is named
Gonbad-e Qābus. This historic core is known as a demonstration of cultural exchange among Asian
migrants and the ancient society of Iran. The 53 m high tower is the only remains of ancient Jorjan
city, an old center of art and science which is ruined by the Mongols’ invasion during the 14th and
15th centuries. It is an astonishing and technically innovative sample of Islamic architecture which in
turn inspired sacral construction in Iran, Anatolia, and Central Asia. The unique architecture of this
tower is an illustration of mathematical and science development in the Muslim world at first
millennium AD. The monument preserves its shape, layout, fabrics, and power in the landscape, and
is a focus of traditional events by locals and even foreigners. Gonbad-e Qābus is protected under the
Law for Protection of National Heritage (1930) and was inscribed on Iran’s list of national monuments
in 1975 (UNESCO, 2012). Managing the development of historic landscapes like Gonbad-e Qābus
town and protecting the historic cities is a dilemma for sustainable urban planning. Nowadays, these
kinds of historic urban landscapes are considered as economic, cultural, environmental, and physical
resources of cities, and have an important role in the development of cities. The sustainable urban
regeneration approach is one of the pivotal concepts in the growth of central parts specifically in
historical cities, which emphasize all sustainability facets. To sustain both sides of sustainability and
regeneration of historic core cities, it is important to inspect the fundamental features of local
urbanization. Moreover, core assets must be taken as indicators of sustainable regeneration and motives
of urban development (Chahardowli et al., 2020). The main purpose of this study is to recognize
strategic planning for achieving sustainable development of the historic urban landscape of Gonbad-e
Qābus and offering a suitable strategic model as well as managing strategy. Theoretical investigation
and a thorough survey of related literature in the fields of urban management, urban planning, historic
protection regulations of UNESCO, and successful examples of managing the urban historic cores,
will be done. According to the outcomes of the study, a conceptual model for strategic planning of the
area will be offered.

Keywords: strategic planning, historic urban landscape, sustainable regeneration, Gonbad-e
Qābus tower
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Abstract
In recent decades, the service sector has become a significant part of the world economy and is the
economic driving force for many countries, including Iran (Cho et al., 2012). Iran is a country with
huge tourism potentials due to its rich cultural, historical, and natural assets. Iran’s tourism industry,
despite its great potential, faces many challenges, including a wide range of sanctions, a negative view
of the West, and a lack of effective resource management (Khodadadi, 2016). For the growth of
industry, the country needs to increase its competitive advantage in a competitive market environment.
Since supply chain management has been very effective in various industries, it is expected to be useful
in the tourism industry as well. However, the tourism industry has its nature due to the numerous
collaborations between different sectors of the tourism industry. Unlike other industries, each
participant in the supply chain has its own goals and operating system (Cho et al., 2012). Supply chain
management is a cross-functional approach that includes managing the flow of raw materials into the
organization, reliable aspects of internal processing of materials into final goods, and the transfer of
final goods out of the organization to the final consumer. To evaluate the efficiency and effectiveness
of the supply chain in the service sector, the supply chain management of the service sector needs to
evaluate performance. Although there is extensive research on supply chain management in the
industry, little attention has been paid to this issue in the field of tourism (Zhang et al., 2009). Few
studies are evaluating the performance of the tourism industry, which are also limited to the hotel or
tour operators (Atkinson & Brander Brown, 2001). Although studies on tourism supply chains are
limited, some authors who have focused on this topic have used the concept of equivalent titles, such
as the value of tourism or the tourism industry chain. However, performance metrics in supply chain
management are more focused on internal evaluation and do not extend to the supply chain (Sigala,
2008). Therefore, the purpose of this study is to develop a framework for measuring the effectiveness
of supply chain performance using a fuzzy method in the Iranian tourism industry. This study examines
the benchmarks and performance metrics and the results will be useful for the tourism industry and
business owners. Therefore, business owners can plan their new business strategies based on the supply
chain performance metrics of produced results of this study.
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Abstract
The research aims to examine scientific publications on tourism guidance published between 18702022 based on certain criteria and to subject them to bibliometric analysis. Scientific publications
on tourism guidance were obtained from the Scopus database on January 3, 2022, and a total of
621 scientific publications were reached. The title tab was used to access scientific publications.
A search was made with five different keywords: “tour guide” or “tourist guide” or “tour guiding”
or “tourist guiding” or “tourism guidance”. VOSviewer program was used to perform bibliometric
analysis with visual mapping technique. Scientific publications on tourism guidance were
examined in terms of publication years, author names, research areas, document types, sources,
keywords, institution names, sponsors, countries, languages, citations, etc. The results of the
research indicated that the most research on tourism guidance was done in 2020, the authors who
published the most were Gavalas and Kenteris, the most publications were made in the field of
computer science, the most scientific publications were written in article type, the institution with
the most publications was Hong Kong Polytechnic University, the country that was published the
most is America and the majority of the publications were in English. On the other hand, it was
concluded that one of the authors who cooperated most with the analysis program used was
Bennewitz, the institutions were located in South Korea and Germany, and the country was
America. Another result is that the most cited document is “The tourist guide: The origins,
structure, and dynamics of a role”, the source is Annals of Tourism Research, the author is Weiler,
the institution is the Hebrew University of Jerusalem and the country is America.
Keywords: tourism guidance, visual mapping technique, bibliometric analysis, Scopus,
VOSviewer
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Abstract
In addition to providing port services such as sheltering, repair, maintenance and repair for yachts, which
are their main activities, marina business also provide services in many areas from recreation services to
accommodation facilities, social activities and commercial activities. Therefore, marinas have become not
only coastal facilities that provide port and technical services to yachtsmen, but also attraction centers for
non-yachters and important marine tourism facilities. The importance of marine tourism, where touristic
activities towards the sea are carried out, has been increasing rapidly in the tourism industry recently.
Because people’s desire to get away from busy city life and crowded environments leads them to the sea
and natural areas. This situation draws attention to the safety of the activities carried out in the marine
tourism sector, therefore on yachts and marinas. Occupational safety culture, which explains the beliefs,
values and attitudes of the employees of the organization towards safety, is also the set of multidimensional
values that shape and direct the safe behaviors of the employees and are unique to the organization.
Therefore, examining the factors that make up the occupational safety culture, which is unique to the
organization and multidimensional, in terms of marina businesses are also important in terms of the
dangerous jobs inherent in the port and technical services of these enterprises. In this context, the aim of
the study is to determine the importance levels of the factors that make up the occupational safety culture
in marina business and the causal relationships between these factors. For the purpose of the study, the data
obtained from seven employees working in the port and technical services of a marina with tourism
operation certificate in the Marmara Region were analyzed by the DEMATEL method, which is one of the
multi-criteria decision-making techniques. With the DEMATEL method, it has been revealed that the
factors that make up the occupational safety culture are, in order, management’s commitment, reporting
culture, safety training, safety priority, employee participation, safety communication, safety awareness
and fatalism. Among these factors that make up the occupational safety culture, the factor that has the
highest priority (most influence) is the reporting culture, followed by the commitment of the management,
safety training and safety communication, respectively. It has been determined that the factor with the
lowest priority (most affected) is fatalism, and this factor is employee participation, safety awareness and
safety priority, respectively. Although marina businesses are determined as less dangerous workplaces, it
is seen that these services are evaluated in the dangerous class due to the nature of port and technical services
in marinas. Considering that the decision-making group of the study is the employees working in the port
and technical services of the marina and that the occupational safety culture is a concept specific to the
organization, this study revealed that marina managers should pay particular attention to reporting culture,
safety training and communication. Based on the results of this study, it is stated that the reporting culture
is the most effective factor for the managers who want to create an occupational safety culture and improve
the occupational safety culture of the employees in ports and marinas where technical services are provided,
where social, cultural and accommodation areas are considered to be less dangerous. and it has been
suggested that managerial practices should be developed for this purpose.
Keywords: marine tourism, marina businesses, occupational safety culture
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Abstract
The word metaverse is a combination of the words meta (meaning beyond) and verse (shortland
of the universe) and represents a computer-based virtual world beyond the physical, beyond the
real world, and outside of physical reality (Dionisio, Burns and Gilbert, 2011). Although the
metaverse is tried to be explained with certain definitions, it also represents a constantly changing
world and is also considered as an organism undergoing development (Bourlakis, Papagiannidis
and Li, 2009). The word metaverse was first used in Neal Stephenson’s novel Snow Crash; It was
used to describe the virtual world where people take place as avatars and interact with each other
(Dionisio, Burns and Gilbert, 2011; Leenes, 2009). In this world, people exist virtually in a world
that does not exist in reality. People live in the boulevard called “Street” which is defined as
gigantic. Also, people can build their own small streets, buildings, parks and signs, and create
unreal areas where people can fight each other (Stephenson, 1992). Today, it is known that even
the education system can be made in classrooms that have a multidimensional structure or
metaverse-based classes instead of physical classrooms, and there are some studies on this in the
near future. Thus, the classroom environment is created interactively, and the teacher and students
come together in the virtual world and receive an education. In fact, this is not only related to
education, but also to a second world and life, also called Second Life, where everyone is
represented virtually except real-life (Kemp & Livingstone, 2006). For example, The Hong Kong
Polytechnic University, School of Hotel and Tourism Management even set up a virtual classroom
to teach hotel and tourism students in 2007. In the virtual world of second life, students can visit
hotels in a virtual hotel environment, perform case studies for customer-employee relations,
receive distance education through virtual conferences, and take courses on hotel design virtually
(Penfold, 2009). Also, the content of history education can be applied with the metaverse. For
example, wars, temples, battlefields and historical buildings can be visited in the metaverse world
by creating a digital map for a historically specific area. Thus, in the metaverse world, touristic
visits can be made in historically significant areas (Kim & Choi, 2016). The 3DMetaversity
experience, in which archaeological sites, monuments and museums are animated, reconstructed,
visited, scientific studies are made and experienced in the virtual environment in tourism, also
offers opportunities in the archaeological sense (Forte, Lercari, Galeazzi and Borra, 2010). In
addition, Metaverse-oriented approaches can be applied to the cultural contents created by
attractions such as museums and exhibitions in destinations. Thus, visitors can participate in
attractions such as concerts, exhibitions and museums with Metaverse-oriented applications (such
as virtual reality, augmented reality) (Cathy Hackl, 2020; Kim, 2021). According to Lévy (2009:
33), “virtualization of the body encourages travel and change. These spaces offer a very high level
of realism that subjects can witness and experience, fostering the sense of the existence of a real
virtual digital life. Thus, these technologies can configure a new form of virtual coexistence. It can
be used as a social simulator that makes it possible to create a social network where relationships
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are built on “living”. According to Book (2003), virtual reconstruction of real environments
awakens users’ desire to see landscapes they know virtually in real life. Virtual worlds can be used
to meet the need for visual consumption. Virtual tourists can also register with digital images and
media, obtain evidence, remember and share their experiences with whomever they want. This
mechanism creates greater interaction between members of metaverses and serves as a “noninstitutional structure of the world”. Photographic images, virtual environments created with the
metaverse organize our expectations or dreams about the places we can see. In this way, our
experiences as tourists are partially arranged. Virtual worlds offer a variety of possibilities for
business performance, such as product marketing (virtual goods such as clothes, accessories,
homes, furniture, and other objects for avatars), propaganda, and advertising (with advertisements
for virtual or real products brands propagated by the virtual environment). Dom Pedro Palace
Hotel, one of Lisbon’s most luxurious hotels, has created a virtual replica in the world of the
metaverse. Avatars are able to recognize the entire infrastructure of the venue, hall, reception,
party rooms, auditorium and rooms for free, and can also talk and book with receptionists in the
metaverse in real-time. The aim of this study is to examine the existing and possible effects of
metaverse-oriented approaches on the tourism sector by considering the concept of the metaverse.
In the study, some metaverse-oriented suggestions for the tourism sector have been developed. In
particular, compulsory situations such as a global pandemic, global economic crisis and various
natural events can restrict physical tourism mobility. Therefore, virtual applications can be made
for metaverse destinations where virtual visits can be made. Thus, less costly tourism mobility can
be achieved. These applications can also be used as an important and cost-effective promotional
method for promotion, marketing and effective tourism planning. Metaverse platforms, which are
created for some destinations or where the attractions in the destinations are partially located, can
physically affect tourism mobility by attracting people’s attention. It is known that interest in
metaverse-oriented applications and land purchased with various cryptocurrencies is increasing.
Considering that these lands in the virtual world are mostly for places with high natural and cultural
attractions and may have an investment purpose (mynet.com), it can be thought that the interest in
touristic attractions is as important in the virtual world as it is in the physical world. Therefore, the
promotion and development activities of touristic destinations should take place not only in the
physical world but also in the Second World and the non-existent world. Archaeological
excavations for touristic purposes, city planning, restoration works and various touristic
constructions can also be carried out primarily using metaverse-based applications. These places
can be visited by tourists and their attractiveness can be measured and planning activities can be
carried out. In addition, such a world can contribute to the touristic product purchasing behavior
process, in terms of the pre-testability or physical provability of touristic products. The content of
museum exhibitions can change as well as the functional changes of museums, thanks to the
Metaverse. In the metaverse world, where online information distribution can take place, museums
can be visited. Thus, a world that combines physical and electronic spaces, where visitors and
space interact with each other, can be created. Museums can provide visitors’ experiences with a
high-level and new experience beyond those obtained with the physical elements. In addition, it is
possible to encounter concepts such as metaverse tourist, metaverse tourism mobility, metaverse
destinations, or metaverse tourism businesses in tourism.
Keywords: tourism, metaverse, destination, future
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Abstract
Many tourism sectors have already experienced gamification for sales, customer engagement, and
marketing. However, still empirical studies examining user engagement towards gamification in
tourism industry is lacking behind despite of its increased application in tourism from nearly a
decade. Therefore, the aim of this study is to examine users’ engagement and behavioral intentions
towards the gamification features through users’ psychological determinants, and to examine the
role of users’ cultural identity and their factors of lifecycle on the relationship between users’
engagement and behavioral intentions.This study will use a quantitative research design method
to collect data using questionnaire survey from the respondents of non-western countries who have
used three games (GeoGuessr, Hong Kong Sleeping Dogs, and Far Fry 4) that are based on real
world tourist destinations. Using purposive sampling, the data will be collected online via Amazon
Mechanical Turk (Mturk). It is expected that the tourism gamification features will be positively
related to users’ psychological determinants. Users’ psychological determinants (autonomy,
competence, and relatedness) towards tourism gamification will be positively related to users’
engagement. Users’ engagement will be positively related to users’ behavioral intentions. Finally,
the relationship between users’ engagement and behavioral intentions will be changed based on
their cultural identity and factors of life cycle. The findings of this study will extend the
understanding of users’ engagement and behavioral intentions towards gamification in tourism
industry which is an under-studied subject. To the author’s best knowledge, none of the studies
have examined the relationship of user engagement with gamification and their actual behavioral
intentions to visit such locations. In addition, this study will examine the users’ cultural identity
and life cycle factors as moderators between users’ engagement and behavioral intentions towards
gamification in tourism industry. The data for this study will be collected only from the users of
non-western countries in order to draw more profound conclusions. The data will be collected
online which creates an issue of generalizing results.
Keywords: self-determination theory, tourism gamification, user engagement, behavioral
intentions
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Abstract
The organic products’ market is expanding as more and more people are inclined to pay extra for
organic products, and this trend can now be found not only in specialized stores but also on
restaurants’ menus as well. There will be a significant effect on the future of organic farming
whether or not people accept to pay extra price for organic products. Hence, developing more
effective marketing strategies for organic products requires an approach focused on the influential
factors on consumers’ behavior. In addition, it is essential to comprehend how consumers make
decisions about organically grown foods and devise strategies to increase their consumption. It has
been proven that organic products can help mitigate a number of health issues, making them
superior in quality in comparison to traditionally produced foods. Therefore, organic products are
increasingly in demand around the world, including in Iran. On the other hand, considering the
popularity of social media in product promotion, the past decade has experienced the expansion of
intricate, diverse, and intense communication between companies and their consumers through
social media. Companies are using social media channels to broaden the geographical scope of
their market (Gao et al. 2018), increase the quality of brand evaluations (Li et al., 2021), and
enhance interactions with consumers (Rapp et al., 2013). Consumers, also, are being empowered
with social media, and via their role as message creators, contributors, and commentators they are
given control over marketing interaction processes (Hamilton et al., 2016). In its evolution from a
single marketing strategy to a channel of marketing intelligence, social media has become
increasingly advanced (where businesses can discover, examine, and forecast consumer
behaviors), and now it has become extremely influential for managers to tactically utilize and
employ social media to reach a competitive advantage and premier accomplishment (Lamberton
& Stephen, 2016). Despite the current attention to consumption of organic products in recent years,
little research has examined the consumer behavior of organic food selection in restaurants. In this
respect, the goal of this research is to explore the factors affecting consumers’ willingness to pay
more (WTPM) for organic meals in restaurants in Iran and how it can be influenced by social
media marketing activities (SMMA), EWOM, brand cognition, attitude, and image. Hence, the
data will be collected through a survey of 300 restaurants’ consumers to measure the effect of
companies’ SMMA on brand attitude, image, EWOM, WTPM, and investigating the moderation
effect of brand cognition in the relationship between SMMA and brand attitude in the process. The
hypothesized research model will be analyzed via PLS-SEM. The outcome of this research will
contribute to the existing literature and provide insights for managers and policy makers by
underlying how consumers’ inclination to pay a premium for organic food can be positively shaped
by utilizing SMMA, and enhancing EWOM, brand cognition, attitude, and image.
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Figure 1. Research Model

Keywords: social media marketing activities, brand attitude, brand cognition, brand image,
willingness to pay more (WTPM), electronic word of mouth (EWOM).
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Abstract
Air transportation is an important facilitator of tourism development. Not surprisingly, as the
demand for travel grows, the number of flights increases globally. According to the UNWTO
(2020), tourism experienced 4% growth in 2019 with air transportation being the dominant mode
of transportation (i.e., 59%) for international tourism. However, such an intense growth generates
significant environmental problems in terms of climate change, air pollution, noise pollution, CO2
emission, and waste (Amankwah-Amoah, 2020; Lu, 2009). According to the Air Transport Action
Group (2020), 12% of CO2 emissions from all modes of transportation is emitted by air
transportation (ATAG, 2022). Without a proper implementation of remedial actions by 2050, this
number is expected to increase by 300% (Higham, Ellis, & Maclaurin, 2018; Ritchie, Kemperman,
& Dolnicar, 2021). Air transportation seems to be the most environmentally damaging form of
transportation per passenger-kilometer (Forsyth, 2011; Graham & Shaw, 2008). Therefore, the
airline environment-specific initiatives area “…is one of the most critical airline issues to be
considered” (Alkhatib & Migdadi, 2020, p. 2010). Airline companies have started to adopt several
initiatives to control and reduce the negative environmental impact of their operations. Efficient
fuel consumption, new fuel-efficient aircraft and technologically advanced engines, alternative
fuels, waste management, reduced water use and pollution, operational procedures for noise
reduction, carbon tax, maintaining biodiversity, and adherence to systematic efforts such as ISO
14001 (Chang, Chen, Hsu, & Hu, 2015; Karaman & Akman, 2018) are among these initiatives.
There are empirical/conceptual pieces that have investigated issues about (environmental)
sustainability in the aviation industry (e.g., Amankwah-Amoah, 2020; Papatheodorou, 2021).
However, our review of the extant literature reveals that less research has taken a micro-level
approach to understand airline environment-specific initiatives at the employee level. This is
surprising because employees are “…the agents that enact organizational green policies” (Luu,
2019, p. 406) and hospitality and tourism companies invest in strategies that boost employees’
green/pro-environmental behaviors (Darvishmotevali & Altinay, 2022; Karatepe,
Rezapouraghdam, & Hassannia, 2021). Environmentally-specific servant leadership (ESSL) is a
form of servant leadership that is concerned with pro-environmental initiatives within the
organization (Luu, 2019). ESSL would send signals of organizational support for environmental
conservation, foster pro-environmental values among employees, and result in enhanced
environment-friendly performance outcomes (Aboramadan, Kundi, & Farao, 2021; Afsar,
Cheema, & Javed, 2018). Recent studies indeed suggest that more research is needed to advance
current knowledge about the underlying mechanism that links ESSL to employees’ green creativity
and other green behaviors (Faraz, Ahmed, Ying, & Mehmood, 2021; Tuan, 2020). Against this
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background, our paper develops and tests a conceptual model that investigates climate for green
creativity as a mediator of the effect of ESSL on green creativity and green recovery performance.
Climate for green creativity is defined as “a specific manifestation of climate for creativity which
concerns the provision of green resources, familiarity with green change, rewarding for green
creative behaviors and recognizing publicly green novel behaviors” (Aboramadan et al., 2021, p.
4). Green creativity is related to “the development of new ideas about green products, green
services, green processes, or green practices that are judged to be original, novel, and useful” (Chen
& Chang, 2013, p. 109), while green service recovery performance refers to customer-contact
employees’ actions to resolve failures resulting form the company’s environmentally-unfriendly
efforts to the satisfaction of the customer (Darban, Karatepe, & Rezapouraghdam, 2021). Data
were collected from cabin crew who had worked for major low-cost carriers (LCCs) in Europe.
The marker variable technique was used to control the threat of common method variance
(Podakoff, MacKenzie, Lee, & Podsakoff, 2003). The results demonstrate that climate for green
creativity partly mediates the effect of ESSL on green creativity and green recovery performance.
The results further reveal that climate for green creativity and green creativity serially mediate the
effect of ESSL on green recovery performance.
Keywords: low-cost carriers, climate for green creativity, environmentally-specific servant
leadership, green creativity, green recovery performance
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Abstract
Young people, especially the Z generation, have started to participate in tourism mobility by traveling
more. Young tourists seek meaningful and transformative experiences rather than traditional tourism
activities (Buhalis et al., 2020). At this point, technology and digital tools come into play. Metaverse,
which is one of the latest technologies today, has started to find a place in the tourism industry as well
as in every sector. The word metaverse is a combination of the words ‘meta’ meaning transcendence
and ‘universe’ meaning real world (Sparkes, 2021). Metaverse is a virtual universe that uses ambient
intelligence to develop physical spaces, services and products (Buhalis & Karatay, 2022). Metaverse
is a 3D virtual world where people can experience the same social and economic environment as the
real world. Metaverse first entered our lives with Snowcrash in 1992 (Kang, 2017) and was
commercialized as Second Life, a social virtual world game in 2003. Its popularity has increased with
the restriction of physical movement and human touch in the COVID19 pandemic and has recently
been used in the tourism industry (Hendaoui et al., 2008). Metaverse is a virtual reality world where
people interact with each other with their digital identities and avatars. In the past few years, it has
been possible to trade through avatars in the Metaverse universe, to exhibit and sell artifacts through
digitalized artifacts called NFT (Non-fungible Token), to shop, and even to participate as an audience
in concerts and sports competitions (Cannavo and Lamberti, 2021). Research is a qualitative study. In
the tourism industry, it is still unclear how and in which areas the metaverse will be used for purposes
such as hotel promotion, city tours, and advertising. This study focuses on how the tourism industry
can benefit from the metaverse world. Due to the fact that destinations and accommodation facilities
can be visited in the virtual world with Metaverse by tourists, metaverse can play an important role in
choosing a destination and hotel. Guests can tour the hotel built in the metaverse world. Someone who
enters the lobby of a hotel in the metaverse world with his avatar will have the opportunity to interact
with other guests and staff in the hotel. Tourists can walk around each room in the hotel, interact with
people and objects, and see what the hotel offers and whether they meet their preferences. Tourists can
walk around the rooms in hotels and see the room size, decor and room features. In this way,
reservations can be increased by giving a sense of trust to tourists. Hotels can increase their revenues
by using the metaverse for sales and marketing purposes. In the halls of the hotels, real-like meetings
and events can be held in the metaverse world. Tourists can be attracted by building museums in the
metaverse world. Tourists can be attracted to the destination by visiting the touristic places in the
metaverse world. Virtual tour guides can be used to guide tourists around the metaverse world.

Keywords: technology, metaverse, tourism
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Abstract
This study aims to determine effective strategies for communicative practices in order to increase
the loyalty of tourists and their compliance with health rules, which is one of the most important
gains for the tourism sector during the pandemic period. In addition, it aims to reveal the
relationship between tourist loyalty and the socialization process with health communication, to
explain the attitudinal and behavioral effects of health communication practices on tourists, and to
discuss and state how health communication affects individual satisfaction and mood of tourists.
In addition, it aims to show the effect of health rules on psychological initiatives for socialization
and participation in tourism. In this context, the relations between health communication and the
behavior, perceptions, and attitudes of tourists will be analyzed. Measuring and evaluating the
effectiveness of public relations practices for health tourism is different from measuring the
political and economic success of countries. Developing cooperation between countries, sharing
missions, producing solutions to health problems, and gaining insight into the application of ethical
and moral principles requires effective communication, behavior, and an understanding of
reconciliation. The structures and institutional goals of health institutions should focus on needs,
expectations, and perceptions. Thus, the strategies between the efforts for health tourism and the
perceptions of the countries can be aligned with each other. Permanent and mutually beneficial
relationships will contribute to the formation, maintenance, and increase of loyalty and supportive
behaviors of those who benefit from health tourism. For this reason, extra efforts should be made
to develop public relations practices in health tourism. With these efforts, public relations practices
can be seen as an effective process for improving public health in the public sphere. One of the
most effective ways to gain trust and loyalty is to strengthen the perception of the country’s
administration. This is because the most important activity of positive evaluation is the evaluation
of perceptions regarding the power and control of the country’s government.
Keywords: health tourism, health communication, public relations
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Abstract
Researchers have become increasingly interested in social entrepreneurship in recent years (Phan
Tan, 2021). Based on 71 papers published between 2007 and 2021, this research paper explores
the literature on social entrepreneurship in the hospitality and tourism sectors. To discover this
topic’s scholarly evolution and major themes, research studies in this area were retrieved and
evaluated utilizing the Scopus database and the PRISMA technique. A mixed method of
quantitative bibliometric analysis and qualitative content analyses was performed by using
Bibliometrix R-package and VOSviewer software. The findings of the study revealed that the
concept of social entrepreneurship in tourism and hospitality has an existence of only eight years,
indicating that the area of this research is quite new. However, there has been an upward trend in
the growth of the publications, particularly in the last four years. Most of the studies were published
in the International Journal of Contemporary Hospitality Management. Australia and United States
accounted for the highest no of publications. Most of the publications were related to eco-tourism,
sustainability, community development, and rural tourism. Essentially, this paper thoroughly
explores the literature on social entrepreneurship in hospitality and tourism. The findings provide
a comprehensive understanding of the topic, represent scholarly progress, and show the way
forward for further investigation.
Keywords: social entrepreneurship, entrepreneurship, tourism, bibliometric analysis, PRISMA
technique
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Abstract
This study aims to demonstrate how microfinance empowers female entrepreneurs in the
ecotourism sector in Northern Cyprus's rural districts. The authors conducted in-depth interviews
with 40 female tourism entrepreneurs in the villages that are situated in North Cyprus' eastern
region for this research. The study shows that the most important barrier for women entrepreneurs
is reaching financial funds. Therefore, microfinance gives opportunity to women to start their
businesses and helps them to feel empowered. Only women from villages in North Cyprus were
studied. It should be done again in Cyprus' cities to examine how microloans function as a tool for
women's ongoing empowerment. According to authors, if you alter a woman, you can also change
her environment. From this angle, microfinance is examined to see if it may be employed as a tool
to positively impact women's lives. Governmental and non-governmental groups can use this paper
as a resource to help them decide how to manage and organize microfinance possibilities to assist
women's empowerment. The originality/value of the study is that there is no previous study which
investigated the relationship between microfinance and women ecotourism entrepreneurs in North
Cyprus.
Keywords: Cyprus, microfinance, women tourism entrepreneurs, ecotourism, women
empowerment
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Abstract
This paper reviews the existing literature on earnings management practices in a specific industry,
the hotel industry, and aims at identifying research gaps to be investigated in future research.
Through a systematic review of the literature, this study analyses a final sample composed of 13
academic papers published from 2004 to 2020. The existing literature is consistent regarding the
behaviour of hospitality managers. In fact, there is evidence that the hospitality industry resorts to
earnings management opportunistically through several techniques. However, there are several
issues to explore in future investigations, on both the firm and macroeconomic level, such as its
determinants, the study of multinational hotel chains or private SME’s, the COVID-19 effects on
EM practices or the association between these opportunistic behaviours and the countries’
corruption level, for example. Despite the earnings management topic being widely explored in
the literature, this systematic review reveals that the investigation of EM within the hospitality
industry is very scarce. However, the practice of earnings management in this sector appears to be
recurrent, representing a problem for investors, auditors, regulators and other stakeholders that rely
on earnings disclosure. In fact, the presence of earnings management tends to reduce the quality
of the financial data reporting, an important information source for stakeholders, which is supposed
to reflect the company’s economic performance. Furthermore, given the massive
54nternationalization process, the strong attractiveness for capturing national and foreign
investment, and the hospitality industry’s revenue-generating capacity, total transparency
regarding companies’ operations and financial situation is desirable. This is the first study to
systematically review the presence of earnings management in the hospitality industry. This review
demonstrates that the hospitality industry’s managers are not indifferent to the earnings figure and
develops a basis for further research by highlighting some gaps in the literature.
Keywords: hospitality industry, earnings management, systematic literature review, accounting
quality
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Investment for Environmental Sustainability: Can the Datai Succeed?
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Abstract
The world’s population has consumed many of the planet’s resources in unsustainable ways.
Development for tourism and tourism activities have negatively affected its natural environment.
This study aims to explore how a luxury resort built in Langkawi’s 10-million-year old rainforest
that is rich in wildlife and faces the Datai Bay sustains its natural environment while satisfying its
guests. A semi-structured interview was conducted with the Datai’s Human Resource Director to
obtain in-depth information of the resort’s initiatives to sustain the environment. The findings
indicate that the Datai invested RM 2 million to offer expertise and leading lab for environmental
sustainability. The Datai sustainable environment initiatives is based on four pillars namely Fish
for the Future, Pure for the Future, Wildlife for the Future and Youth for the Future. However, The
Datai faces several challenges as environmental sustainability requires collaborative effort. This is
consistent with the Stakeholders Theory. Customers, owners, employees, local communities,
government agencies, suppliers, environmentalists, non-government organizations and the
media’s collaboration is vital to the success of The Datai’s environmental sustainability initiatives.
Keywords: Langkawi, sustainability, green, resort, corporate social responsibility
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Abstract
This paper reports findings of a pilot survey that assessed the management effectiveness of the
Batanes protected landscapes and seascapes in the Philippines. Batanes is the northernmost
province in the country and prior to the COVID-19 pandemic had seen phenomenal tourism
development, one that saw tourists outnumber residents almost three to one. The concomitant
issues that have arisen due to the rapid development of the sector have ranged from the economic,
social through to the environmental. One of the biggest issues that have been documented (e.g.,
Dela Santa, Tumanan & Ryan, in press) was the governance of the protected areas, specifically the
need for a much better policy framework. Frequently cited in workshops and FGDs as needing
harmonization are national laws and proclamations that declared the entire islands as protected
landscapes and seascapes, incorporated Batanes into the national protected areas system, and
upheld the rights of indigenous peoples over their ancestral domains. The total overlap in Batanes
of these laws have given rise to questions including: what cultural practices can be exempted from
the protected areas system? Does the idea of protected area work? How has it benefitted the
islands? In line with these questions, a wider program of research was initiated that sought to
obtain residents’ opinions and attitudes on tourism development, governance of protected areas in
Batanes, the islands as a home, and resident behavior regarding solid waste and its management.
Following methods by the International Union for the Conservation of Nature (Pomeroy et al.,
2005), governance factors were identified for evaluation. Broadly, these factors on management
effectiveness relate to processes used to manage, patrol and enforce the protected area and include
management structures and strategies, legal structures, stakeholder participation and
representation, management plan compliance by resource users, and resource use conflict
management. These categories were then integrated along with other analytical concepts of interest
into a survey questionnaire. Overall, for the management effectiveness component, 16 statements
were drafted and their individual importance and performance assessed through 5-point Likert
scales. A pilot survey was then conducted on August 26 to September 2, 2021 involving different
villages of the municipality of Basco, Batanes. Data collected from 50 respondents were encoded
in Excel, then analyzed through SPSS. Results of the pilot survey provide insights into the
perceptions of residents of Basco, the main gateway community to the protected landscapes and
seascapes. Data show that in terms of perceived importance, indicators pertaining to management
structures and strategies for management (so-called output measures), were rated most highly.
Stakeholder participation and representation were rated next. In terms of perceived performance,
output measures received the highest satisfaction rating. Indicators of stakeholder participation
came next, followed by other indicators of inputs and processes of management effectiveness.
Comparing the indicators as a whole, it was observed that performance consistently ranked lower
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than importance, showing a gap in perception of effectiveness. The widest gaps occurred in the
statements pertaining to efficiency of financial and manpower resources, and in decision making
and management body, suggesting perhaps a lack of satisfaction with resource allocation and
governance processes implemented in the protected areas of Batanes. The reasons for this gap can
be investigated more fully in the main survey and in other forthcoming activities in the longitudinal
research program. Presenting the results in an IPA grid shows the indicators that suggest areas for
concentration, maintenance, reduction of focus, and reassessment due to perceptions of low
priority. Some steps to improve PA management of protected area tourism can be implied from
the preliminary findings. The IPA grid highlights indicators that were appraised highly, and so are
recommended to be sustained and prioritized. These include those that show tangible outputs and
elicit stronger participation of stakeholders in governance processes. The significance of these
factors could not be overemphasized, considering observations by scholars (e.g. Nyaupane, Poudel
& York, 2020; Weeks et al., 2010) how achieving targets for protected areas have been a challenge.
As such, even small gains need to be clearly translated into something palpable to sustain support
of stakeholders. For this to happen, resources might have to be channeled from other activities.
From the analysis, authorities are encouraged to explore the possibility of shifting the focus from
enforcement to areas where improvement is necessary such as increasing the efficiency of
administrative resources, pursuing science-based policies, and involving stakeholders even more
in management processes. Through these initiatives, the governance quality of the protected areas
of Batanes might be enhanced and a better policy framework for protected area tourism
management could be achieved.
Keywords: protected areas, tourism, importance-performance analysis, Batanes
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Abstract
The Silk Road as a prominent strategic initiative has a great potential to improve political and
economic cooperation both in Asia and other continents. As such, five major goals have been set
by countries involved in this initiative: policy coordination; facilities connectivity; unimpeded
trade; financial integration; and people-to-people bonds. However, studies showed that the
political segmentation among countries of the Silk Road becomes a new challenge for this territory
especially in the realm of the tourism industry. To address this existing challenge this study aims
to explore the problem based on the framework of political conception and stakeholder
management in the tourism industry. The results showed that international and internal politics in
the realm of the Silk Road hinder countries to become integrated and keep them distance from the
five major goals of the Silk Road.
Keywords: politics, stakeholder management, tourism industry, soft and hard power
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Abstract
Tourism is the most coveted product of the Indian economy. The Tourism sector creates more jobs
per million rupees of investment than any other sector of the economy and is capable of providing
employment to a wide spectrum of job seekers from the unskilled to the specialized even in the
remote parts of the country (Ishteyaaq & Sikha, 2010). Hill towns are popular tourist destinations
as they are famous for their natural beauty and distinguishing cultural traditions (Dhasmana &
Bhandari, 2021). The role of women becomes quite prominent in the hills as more men tend to
out-migrate from the hills to earn money. Thus Women play a pivotal role in the overall
development of the hilly state Uttarakhand in north India. The process of development has no
meaning, especially in the marginal hilly areas of the country, unless women are fully integrated
with it (Singh, 2015). Despite being not appreciated enough for their inputs in the process of
development, hill women still fit well into the role of “Frontline Managers” in the existing socioeconomic and cultural setting of the hills. Male outmigration has put the burden of livelihood and
other social responsibilities on women, thus giving them an opportunity to promote and represent
their heritage and cultural assets (Joshi, 2018). This paper provides an insight into the
responsibilities of hill women in Almora (Kumaon hills) located in Uttarakhand, who play a crucial
role to promote tourism and the assets related to local Kumaoni cultures like agricultural products,
native cuisines, handicrafts, and cultural ethos. It also helps as a coping mechanism to provide a
silver lining for all those who wish to comeback home hoping that their economic conditions will
improve one day. The paper critically reviews the existing policies related to agriculture,
healthcare services, socio-economic development and takes up a gender sensitive approach to
assess the impact of these policies on hill women in terms of workload management,
physical/mental well-being and position of women in governance.
Keywords: coping mechanism, cultural setting, hill women, socio-economic development,
tourism
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Abstract
The article reviews the reforms implemented for the development of tourism services in the
Republic of Uzbekistan. In addition, the author’s personal concept developed on the basis of indepth scientific analysis on medical tourism is reflected in the table of schemes. All over the
countries of the world medical tourism is being developed with new trends in the new era. This
will allow the population not only to live a healthy life, but also to be treated with high quality
medical services. The medical tourism has impact on human health by combining simultaneously
with several areas - basic elements such as health, recreation, transport, nutrition, treatment, and
human health. In the context of globalization, a man may face with unexpected dangers. The daily
stress and disruption of the normal routine of healthy life for some reason may increase the demand
for medical services. However, as a result of a significant increase in the level of risk when
traveling abroad, ensuring the safety of tourists in the international tourism market is a priority.
Therefore, one of the important elements of the organization of any type of tourism is to ensure
the safety of life and health of tourists. A tourism safety means the personal safety of tourists, the
safety of their property and the safety of the natural environment during travel. Ensuring safety
involves a number of measures within the framework of national legislation to ensure the safety
of movement of tourists in the territory of the state, the safety of their accommodation, health, life
and property. In modern circumstances, one of the most important social tasks - the protection of
human health, especially those who live in urban areas and those who are actively engaged in
economic activity - can be restored in the future. With the assistance of prevention of the negative
effects of Rehabilitation, a care and rehabilitation are carried out in medical institutions located in
different regions and create conditions for medical tourism. This research study examines
comparative analysis, the history of medical services, and its comparison with highly developed
countries. In particular, the development of the market of medical service in the country is widely
studied as a direction of research, that is, the concept of the market of medical services, In addition,
the impact of the development of health services on the economy will be examined by means of
analysis. The terms are related to the industry. Experience of different models of health care
systems in foreign countries has been learned by means of allocation of priority directions.
According to the World Tourism Organization, the international tourism market in 2017 grew by
5% to $ 1.6 trillion. The number of medical visitors was 14-16 million. According to the World
Travel & Tourism Council statistics in consular tariffs in 2018, the international tourism market
accounted for 10.4% of the world economy. Medical tourism as a new direction in the international
market has developed rapidly in the United States and generated a profit of $ 13 billion in 2018.
According to the Global Wellness Institute, the United States is expected to have the largest share
of the international tourism market by 2025 - $ 140 billion. Medical tourism is a term that refers
to the practice of providing medical care outside the place of residence, combining vacation abroad
with highly qualified medical care. For some authors, medical tourism is the best that is not
available to the patient in their home country is considered to indicate the possibility of gaining
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experience. Medical tourism is a journey for treatment through the best prices and high quality
medical services. In this regard, many scientists have given different definitions to the concept of
medical tourism. Hereby below there is the consideration on it.
Table 1. Different Approaches in Defining the Concepts of Medical Tourism
The Term and its Interpretation
Health tourism
Recreational tourism aimed at restoring the
health of people in the community in the
short term (24 hours)
A trip outside the place of permanent
residence for the purpose of business
improvement or rehabilitation
Health tourism for prevention and
recreation.
Medical tourism.

Medical tourism - the impact of organized
travel on the national health system
improve or restore health through medical
care
Medical tourism Departure from a
temporary permanent residence
Health tourism

Spa tourism

Basic Rules
Tourism, the main purpose of which is recreation
and restoration of physical and psychological
health (Recreation and Recreation Tourism)
Restoring or improving health
Tourism

Source
A. M. Vititnev

Save, improve
or health rehabilitation tourism

P. M. Carrera,
J. F. Bridges

It is characterized by longer travel times, fewer
cities, and stay in one place
Disease prevention and recreational tourism

E. L. Dracheva,
Yu.V. Zabaev,
D.K.Ismaev

An international event that characterizes longdistance travelers for entry is usually used by
people with high health care costs to travel for
tourism purposes, people with queues in the health
care system, or people with disabilities.
Improving or restoring health tourism

Economic
and social
UN Commission
Ocean for Asia and the Pacific

Health and heuristic goals

A. M. Vetitnev, L.B.Juravlev

Strengthen the desire to maintain or promote the
health of travel to the spa, which is the main
motivation Save or strengthen
health
Health tourism is a unique type of tourism. Health
care involves going to various recreational spa
zones, and wellness with other treatments.

H. Müller, E. L. Kaufman

S. M. Hall

P. M. Carrera, J. F. Bridges

A. G. Gergishan

After his research on tourism, A. Sharman describes medical tourism as a global phenomenon
where citizens enjoy high quality and affordable medical services while G.Y. Shchekin the term
medical tourism implies the idea of arranging the provision of medical services to patients outside
their permanent place of residence. Medical tourism in the narrow sense can traditionally be
understood as the movement of patients to a place of treatment, rehabilitation and recreation in
any region or country. Many scholars structurally distinguish between the concepts of “health
tourism” and “medical tourism”. Health tourism - covers all areas of tourist activity. Medical
tourism includes recreational and rehabilitation activities and medical tourism itself, which is
gradually becoming a specific type of tourist activity and is distinguished by a purely clinical
component. According to E.V. Pecheritsa the medical tourism is what people call a trip in their
own country or abroad to get one or another type of high-quality medical service at affordable
prices. When studying the offers of intermediary companies engaged in this activity, it has been
stated that medical trips can be made in two different directions, such as health tourism and medical
tourism. According to McKinsey and Company research, the medical tourism should have the
following main benefits.
The concept of medical tourism, which has been studied for several years, has gained its own
attractiveness in the field of tourism in the world. In particular, the countries of Europe and Asia
have begun to lead in medical tourism. European countries have the opportunity to provide medical
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services such as ophthalmology, neurosurgery, plastic surgery, transplantation with the help of
innovative technologies. In modern medical care, the country of Israel also has sufficient
experience in providing services such as neurosurgery, oncology, ophthalmology, and cardiology.
Germany is a country that uses its natural resources in the provision of medical services around
the world as well. The treatment of diseases is carried out effectively. The United States has the
ability to provide high-tech diagnostic and treatment-based medical care. Singapore, Malaysia,
Thailand and China also provide medical and rehabilitation services from Asian countries. The
priority is to organize the market of medical services in our country on the basis of world
experience and to create a system of quality services. The directions of development of medical
tourism in Uzbekistan are as follows:
• Defining the target market, taking into account the tourist potential of Uzbekistan, the
implementation of measures aimed at restoring the health of the elderly (this science is
also called “silver economy”).
• Organization of medical services as a result of creating a recreational advantage by
strengthening the industrial integration in the regions.
• Analysis of the development modes.
• Enrichment through innovation of development mode.
• Creating a legal framework for the development of the industry.
Figure 1. The Benefits of Medical Tourism
350%
300%
250%
200%
150%
100%
50%
0%

High technology
40 %

Quality medical
services 32%

Quick access to The cheapness of
medical services treatment 13%
15%

Based on the above analysis and experience, as a result of the development of medical tourism in
Uzbekistan, improve the quality of health care and medical services; investment and private
investment in the development of medical infrastructure at public expense; increase in revenues to
the state budget (tax revenues) to provide new jobs; business development; emergence of
opportunities for the development of other sectors of the economy; recognition of the country in
regional and international markets, active marketing strategy, participation in various international
exhibitions and forums, international integration for foreign tour operators.
Keywords: tourism, medical tourism, tourism security, spa tourism, spa center, silver economy
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Abstract
While nearly all forms of transport release greenhouse gases, the aviation industry was known to
be a growing contributor to the acceleration of climate change up until the COVID-19 pandemic
(Fahey & Lee, 2016). Aviation accounted for 2.5% of global CO2 emission in 2018, while a higher
overall contribution (3.5%) to global warming is assigned for this sector through its complex
effects (Ritchie, 2020). Travelling by air was increasingly under scrutiny because of its
considerable negative effects until the near-complete half of international air travel due to COVID19. (Gössling, 2020; Gössling et al., 2019). Post pandemic, travelling more responsibly through
carbon offset schemes and packing light may lessen the harms of air travel (Babakhani, Ritchie, &
Dolnicar, 2017; Zhang et al., 2019). For carbon offsetting to be effective, research reveals that
messages need to be carefully designed (Babakhani, Ritchie, & Dolnicar, 2017), and airlines need
to be recognised as credible sources worthy of trust by the customers (Zhang et al., 2019).
However, travelling lighter for sustainability purposes has not been paid much attention from the
consumer behaviour research perspective. Less than a handful of studies focus on packing as an
insightful tourist behaviour. More importantly, sustainability-linked benefits of packing light have
been rarely concentrated on as an educational tool to change tourists’ behaviours. The exact
amount of fuel saved on each flight depends on the aircraft type and the flight distance. However,
all conditions being equal, a lighter flight saves more fuel than a heavier one (Jensen & Yutki,
2014). Such calculations reveal the importance of packing even a little lighter than usual. The most
considerable portion of fuel consumption would still be to take heavy machines such as aircraft
off the ground even if they decide to fly with no passengers or bags. However, fuel consumption
reduction through weight management is the most compelling argument when considering the
enormous size of the air transportation network (Jensen & Yutki, 2014). Travellers’ small
decisions about the items they take on board influence the aircraft’s weight, fuel consumption,
and, consequently, the environment. An airline’s cost of operation increases 33 cents per flight
with every laptop, 6 cents with every neck pillow and 5 cents with every magazine that the
passengers bring to the cabin (Stone, 2017). Once travellers have booked their holiday, they
actively search for information about what to expect at the destination (Hsu et al., 2010;
Tussyadiah, 2011). Previous experiences, personal traits (e.g. age, nationality and gender),
attitudes and motivations (Cohen, Prayag, & Moital, 2014) play a role in creating expectations.
The items individuals put in their bags can repeatedly be sorted and resorted until they
imaginatively promise to satisfy one’s expectations at the destination. Tourists also maintain,
construct and articulate their identity in the new environment through the items they choose to
bring along (Hyde & Olsen, 2011). Gender is known to create differences in packing behaviours,
such as women are more expected to be in charge of packing for the family, and they tend to pack
heavier than men do (Small & Hariss, 2012). More relevant to this investigation, age is an
influential factor in shaping packing behaviours in multiple ways. Age can affect our physical
capabilities to move around carrying heavy objects, and it also impacts our perceptions about the
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level of comfort we seek at the destination (Yagi & Pearce, 2019). Younger people are likely to
pack fewer clothes and are willing to wash their clothes at the destination (Yagi & Pearce, 2019).
For example, compared to previous generations, generation Z put a higher emphasis on
individuality and originality (Monaco, 2018; Wee, 2019), ethical and sustainable practices (Bulut,
et al., 2017; Corey & Grace, 2019; Dabija et al., 2020; Robinson & Schänzel, 2019), and
technology adaptation and social media (Monaco, 2018; Wee, 2019), resulting in differences in
their packing behaviours. The research aim is, therefore, to identify and understand
intergenerational differences in sustainability-related awareness, willingness, and adaptable
problem-solving skills underlying packing behaviours. Conceptually, the work is built on previous
studies suggesting that tourists’ willingness and awareness towards sustainable behaviours
correlate with their age (Barber et al., 2010; Hu et al., 2010; Kwok et al., 2016; Hoy & PuławskaObiedowska, 2021; Plaut, 2005). The approach adopted in this empirical work is two-fold. Data
will be collected from members of three generations, namely, X, Y and Z, possibly in multiple
settings, including the UK. Participants are prompted to respond to questions about their packing
behaviour, willingness to pack light, and awareness about the implications of travelling light for
the environment. Two sets of questions will be designed to correspond with and measure the two
constructs of willingness and awareness. For the third part, a projective technique (Pearce &
Pearce, 2017) will be used to allow participants to project themselves into the task of packing for
a trip through scenarios. In these scenarios, difficulties related to luggage weight arise. The
respondents need to choose among the solutions that require different adaptability levels in
problem-solving. For example, in a scenario, the respondent is given information about the
destination’s weather unpredictability, with a 95% and 5% chance of experiencing warm and cold
weather, respectively. Then, they are asked to choose the approach they would take to respond to
this situation without packing extra heavy clothes from the origin. Contemporary circular economy
literature justifies the underlying rationale for designing such questions with various options to
reveal inter-generational behavioural differences (Gazzola et al., 2020; Lakatos et al., 2018).
Keywords: packing, intergenerational studies, sustainable behaviour, air travel
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Abstract
Internal customer service is a principle of service management as those who serve must be served
by the entire organization. It is important to provide a better quality of service for internal
customers, especially in service industries because if they are not satisfied not only cannot serve
the external customers but also may behave differently in the organization. This different behavior
as deviant workplace behavior can be evolved into two forms of organizational deviant and
interpersonal deviant. Therefore, this research aims to determine the relationship between the
service quality of internal customers known as internal service quality and deviant workplace
behavior. Also, this study wants to investigate the role of supervisor support as moderators
between internal service quality and deviant workplace behavior among employees of hotels. For
the data collection procedure, the employees of the four and five-star hotels in the North Cyprus
were asked to answer the questions of the survey. The purposive sampling was utilized as a nonprobability sampling. The quantitative method and the structural equation modeling (SEM) was
utilized for the data analysis. The paper finds that the service quality of internal customers has a
positive impact on reducing deviant workplace behavior. In other words, the better quality of
service for employees is provided, the better performance and less deviant behavior in the
workplace is observable. Furthermore, the moderation effect of supervisor support is shown on the
association between the service quality of internal customers and the deviant workplace behavior.
This means that the supervisors’ support as a moderator can minimize the deviant workplace
behavior by improving the service quality of internal customers to maximize the external service
quality. This study will assist hotel managers in understanding the significance of having
supervisor support for giving careful attention to their staff as internal service quality in order to
prevent deviant workplace behavior in their organizations and achieve greater performance. New
in this paper is investigating the influence of internal service quality on deviant workplace behavior
by forcing on the role of supervisor support as a moderator.
Keywords: internal service quality, deviant workplace behavior, supervisor support
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Abstract
The tourism industry is a fast-growing industry with a massive expansion over the years. Such an
intense growth raised sustainability concerns associated with tourism activities mainly in natural
environments and protected areas (Timur & Getz, 2009). However, the majority of tourism
activities take place in urban areas of the tourism destination (Ashworth & Page, 2011; Edwards,
Griffin, & Hayllar, 2008) and sustainable tourism literature has largely neglected the importance
of urban tourism sustainable development (Grah, Dimovski, & Peterlin, 2020; Phuc & Nguyen,
2020). Massive tourism in major tourism cities results in traffic congestion that in turn would
increase individuals’ stress and anxiety (Kawabata & Shen, 2006); CO2 emissions (Barth &
Boriboonsomsin, 2009) and economic loss (Timur & Getz, 2009). In line with rising concerns
conferring environmental sustainability of tourism (e.g., Bertella, 2020; Mihalic, 2020) and to
avoid the negative impact of tourism-related traffic congestions in urban areas (Rajendran &
Srinivas, 2020) it is imperative to explore alternative modes of transportation beyond ground
transport. With ongoing technological developments, aligned with concerns associated with the
negative environmental impacts of fossil fuel vehicles, the introduction of electric aircraft is
assumed to act as a response to the call for sustainable urban air mobility (UAM). Electric Vertical
Take-off and Landing concept (e-VTOLs) refers to air vehicles able to take-off, hover and land
vertically (Cohen, Shaheen, & Farrar, 2021) and maneouver at precise vertical angles between the
buildings and other obstacles within a large city (Johnson, Silva, & Solis, 2018). E-VTOLs utilize
fully electric propulsion systems supported by different types of energy storage systems or
batteries (Liu, Yang, Ge, Leng, & Wang, 2021) resulting in less carbon emission and noise, at the
same time more safety and efficiency (Holden & Goel, 2016). The application of e-VTOLs over
the cities brings even more opportunities in terms of environmental sustainability considering
replacement of any fraction of ground transportation modes with a cleaner source of energy
(Holden & Goel, 2016). E-VTOLs are planned to be extensively used for commercial UAM such
as leisure and sightseeing, as well as transportation of tourists from and to the airport (Straubinger,
Michelmann, & Biehle, 2021). The involvement of giant industry players such as Airbus and
Boeing as well as aviation authorities in UAM projects indicates the future volume of its
application (Lerro, 2020). Considering its anticipated applications, this research aims to assess the
operational validity of e-VTOLs for urban tourism. In so doing, the current study would develop
a systematic approach by applying MCDM models to identify and rank the enablers of and barriers
to e-VTOLs operation for urban tourism purposes. In particular, the Delphi method will be used
to validate the list of enablers of and barriers to e-VTOLs operation. Decision making trial and
evaluation laboratory (DEMATEL) and Analytical network process (ANP) abbreviated as DANP
will be further used to identify the interrelations among identified factors and develop a weightbased ranking among them. Particularly, the expert viewpoints will be collected using fuzzy
linguistic terms to avoid the inherent vagueness in human judgments (Tsaura, Chang, & Yen,
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2002). Consistent with other forms of decision making problems in travel and tourism (Ahani,
Nilashi, Ibrahim, Sanzogni, & Weaven, 2019; Dožić, 2019), operation of e-VTOLs for tourism
purposes in urban areas is a multi-criteria decision making problem and the application of hybrid
MCDM is encouraged for UAM research (Rajendran & Srinivas, 2020). This study contributes to
sustainable urban tourism research by developing a comprehensive framework that incorporates
the enablers of and barriers to e-VTOL operation for urban tourism purposes. The pattern of
findings would also provide a strategic toolbox for destination managers and tourism policymakers
by identifying the critical enablers and barriers as well as unraveling the internal network and the
priorities among them.
Keywords: sustainable urban tourism, urban air mobility, e-VTOL, MCDM, sustainability
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Abstract
Destination brands generally intend to offer various advantages to customers and satisfy their
wants to build a meaningful and emotional relationship them. If destinations as developed and
established brands can have strong bonds with their visitors, they could largely benefit from their
support and favours. With this in mind, A variety of branding research has emphasised the bright
side of brand consumption, such as brand love the bright side of brand consumption, such as brand
love (Batra, Ahuvia, & Bagozzi, 2012; Carroll & Ahuvia, 2006), destination brand love (Aro,
Suomi, & Saraniemi, 2018; Batra et al., 2012; Seyyedamiri, Pour, Zaeri, & Nazarian, 2021) and
brand attachment (Park, MacInnis, Priester, Eisingerich, & Iacobucci, 2010). However, consumers
differ from each other based on their feelings and emotions (e.g., love, and hate) toward brands
(Fetscherin, 2019). According to Rozin and Royzman (2001), negative sentiments are stronger
than positive ones and also exert significant impacts on individuals’ mindset and behaviours. In
particular, customers who use a poor service or product prefer to share their negative feelings with
others while this may not occur when they have a positive experience (Ahmed & Hashim, 2018).
Thus, there is a need for managers of destination brands to pay more attention to customers’
negative sentiments and emotions as this can enhance both the brands’ service quality and decrease
their probable losses (Zhang & Laroche, 2020). Among different sorts of negative emotions, brand
hate as a multifaceted construct comprises disgust, anger, and contempt (Fetscherin, 2019). In fact,
brand hate refers to a powerful opposition of customers and their extreme negative emotions
toward a brand (Zarantonello, Romani, Grappi, & Bagozzi, 2016). According to Kucuk (2018),
the phenomenon of brand hate emerges when customers stop their active involvement with a brand
due to negative sentiments, including disgust, anger, contempt, devaluation, and diminution.
Notably, the concept of brand hate provides a contrast to the love for a brand, which has been
defined as a strong emotion that a satisfied customer displays toward a specific brand (Carroll &
Ahuvia, 2006). As opposed to having an experience of receiving good service, customers may
develop negative relationships , such as brand hate due to different reasons, including brands’
wrongdoings and violating customers’ expectations (Hegner, Fetscherin, & van Delzen, 2017).
This could be more highlighted given the role that customers’ hate could play in damaging the
brands’ reputation since unsatisfied customers could simply disseminate their negative content on
social media platforms and influence consumers’ purchase intention (Curina, Francioni, Hegner,
& Cioppi, 2020). Hence, it is vital that managers consider the antecedents and consequences of
brand hate, which could be categorised as negative past experience, symbolic incongruity,
ideological incompatibility resulting in behavioural outcomes, such as brand avoidance, negative
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WOM, brand retaliation (Hegner et al., 2017). Destinations require communicating their identity
to differentiate themselves from other competitors. To do so, destinations as developed brands
offer their tangible and intangible attributes to their visitors, which may seem positive or a waste
of time and money to different individuals (Qu, Kim, & Im, 2011). Indeed, if visitors cannot
identify with a destination due to a failure in meeting their needs or violation of their expectations,
a negative relationship could be developed and established between the visitors and the destination
(Farhat & Chaney, 2020). Given that tourists visiting a destination can create emotional links
(Seyyedamiri et al., 2021), it could be argued that tourists may develop an extremely negative
emotion, such as hate toward a destination brand categorised as destination brand hate. Having
said that, a limited number of studies has paid a noteworthy attention to the topic of destination
brand hate in the tourism literature (Farhat & Chaney, 2020). Thus, this research aims to offer
several contributions addressing this gap. First, by carrying out a systematic literature review, this
research identifies antecedents and consequences of brand hate in order to design an inclusive
conceptual model, which could be operationalised in the tourism industry. Second, the following
research contributes to knowledge by utilizing a machine learning and content analysis method in
order to generate the important topics discussed among the tourists by analysing their online
reviews. The online reviews generated by tourists have recently received noteworthy attention
from researchers and practitioners in the tourism and hospitality industry (Xu & Li, 2016). Indeed,
online reviews are considered as a meaningful source of information because tourists provide
spontaneous and insightful feedback, which could help both researchers and practitioners (Guo,
Barnes, & Jia, 2017). Moreover, online reviews can be collected in large quantities, unlike the
traditional data gathering methods, in which the generated outcomes offer limited contribution
(Seyyedamiri et al., 2021). As a result, this study aims to collect data from TripAdvisor, an online
platform (https://www. tripadvisor.com) that is a popular platforms in which tourists share their
opinions and experiences. In order to overcome the difficulties of traditional qualitative methods
such as grounded theory, this research uses latent Dirichlet allocation (LDA), a machine learning
technique to generate the main topic discussed among the tourists. Furthermore, the following
research measures the antecedents, main components and consequences of destination brand hate,
which could provide useful information for both scholars and managers in order to adopt different
brand recovery solutions and hence influence the tourists’ purchase decision.
Keywords: destination branding, brand hate, user generated content, machine learning
methodology
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Abstract
Residents’ attitudes towards tourism, their perceptions about tourism impacts, and support for
tourism development are some of the most researched topics in the tourism field and have been
playing a crucial role in sustainable tourism development. Hence, the aim of this study are: how
residents’ perceived risk and benefits can influence their attitudes towards tourism and
involvement in tourism; ultimately, how all those four factors can explain residents’ behavioral
support for tourism development. The data (n=381) were collected in Manavgat, Turkey by using
the cluster sampling technique. Results indicated that the perceived benefits factor (contrary to the
perceived risk factor) significant predictor of both residents’ attitudes towards tourism and their
involvement in tourism (R2 for attitudes was 0.26 and for involvement was 0.32). Finally,
residents’ perceived benefits, attitudes towards tourism in tandem with involvement in tourism
explained 51% of the variance in their behavioral support for tourism development (R2 = 0.51).
Our findings were supported by previous studies and confirmed by the Social Exchange Theory.
Briefly, this study emphasized that as the degree of perceived benefits of tourism increased,
residents were likely to be more involved in tourism and more supportive. Limitations and future
research recommendations will be discussed later.
Keywords: residents’ support for tourism, perceived benefits, perceived risk, involvement in
tourism, social exchange theory
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Abstract
Pickpocket crime was documented in Malacca, Malaysia’s popular tourist destination, between
2014 and 2019. In 2014, a young girl and a mother were snatched by guys and her purse was stolen.
In 2019, a woman was startled when the chain containing his ring pendant was jerked from behind
her. With these occurrences reported, tourism destinations are not safe and secure, and anybody
can become a victim. There is a paucity of study in Malaysia that discusses probable crime
hotspots, especially pickpocket crime. The key contribution in this study is the hotspot location
maps that have been established according to the real locations in Malacca as the pickpocket
hotspot area, which are congested and packed. An online survey of 300 respondents was
undertaken to obtain respondents’ perspectives on the impact of pickpocket crime on them as well
as to map the hotspots of this crime in Malacca. Women and teens make up as domain demographic
of prospective pickpocket victims. Therefore, in the future, analysis of the spatial distribution of
crime is essential to be included to measure the effectiveness of safety measures taken accurately
besides comparison with other states in Malaysia which is still lacking in the current pick-pocket
crime literature.
Keywords: tourism, tourists, pickpockets, decision making
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Abstract
Recent years have witnessed the rapid use of image as a data source in tourism research. Through
the analysis of images, researchers are able to gain deep insights into customer behaviour, as an
image is worth a thousand words. Using image analytics, this study investigates the destination
image of Beijing through Destination Management Organization’s Instagram images. A total of
2,121 images were analyzed using deep learning algorithms and convolutional neural networks.
K-means clustering was also performed to cluster the images based on the content of the images.
Our results show that Beijing destination image has three key characteristics including 1) multiple
urban and country landscape; 2) a mixture of modern and traditions; 3) a dynamic city with a
variety of activities. These clusters show that these images cater to all types of tourists and has
great hospitality with the aim to inspire them to visit Beijing. This paper makes significant
contributions to extant tourism literature by highlighting the power of image analytics in
complementing the dominant textual analysis in researching destination images.
Keywords: image analytics, destination image, Beijing
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Abstract
Increased tourism in the present-day context brings forth undefined opportunities of tourism-led
development that impacts the physical and social environment specifically for World Heritage
Sites. It not only aids to improve the economy, but also helps in historical and cultural preservation
and boost community morale. However, this is superimposed by the complex challenges of
conservation policies and guidelines, political structure and stakeholder awareness. Inorder to
accomplish the development potential associated with tourism and for it to act as a tool for
sustainable urban development, a cohesive and cooperative multi-stakeholder approach is required
among the tourism and non-tourism administration including the locals and the tourists. The
present research delves into the ‘5As- Attitude, Awareness, Accessibility, Amenities and
Advertising’ of tourism development along the Kalka-Shimla Railway Line through the lens of
the tourists, locals and government officials. The Kalka-Shimla Railway, a UNESCO World
Heritage Site located in north of India, is an operating single track rail link stretching about 96km. It was built in the mid-19th century during the British Raj to connect Shimla, their erstwhile
capital with the existing Indian railway system. The railway line is a manifestation of their efforts
to introduce modern communication system through technical expertise and material knowledge
inorder to strengthen the physical networks and reduce travel times. Inscribed as World Heritage
Site in 2008 under the “Mountain Railways of India”, the stretch has seen unprecedented
development along its path. A descriptive qualitative research methodology was used for the study
where the data was collected by observation, in-depth interview as well as structured
questionnaires under the five identified variables- the 5As through the judgment sampling
technique. The outcome of the study defines the diversity in the intention and approach of different
stakeholders in planning & management of tourism-led development along the heritage railway
line that has impacted development over the years.
Keywords: world heritage sites, tourism development, Kalka-Shimla railway line, multistakeholders, 5As
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Abstract
The purpose of this study is to evaluate the effects of the religiosity level (REL) on the perceived
memorable tourism experience (MTE) at a religious site and how this evaluation influences the
tourist’s attitude towards pilgrimage (ATP) thereby affecting revisit intention (RVI) and
recommend intention (RCI). Though religion and religiosity are two strong components that
influence human behavior in different social settings, there is scanty research available on the
relationship between them and tourist visitation trends (Poria, Butler, & Airey, 2010). The actual
relationships between a tourist’s memorable religious tourism experience and religiosity must be
interpreted in relation to the tourist’s perception of it and his/her attitude towards the pilgrimage
site which impacts their behavioral intentions. Religiosity does not merely include religious
attendance, but it encompasses multiple factors associated with an individual’s beliefs, behavior,
experience, and engagement (Subchi et al., 2022). The relationship among MTE, ATP, RVI, and
RCI was measured and analysed using Structural Equation Modeling (SEM). Before testing the
structural model, the reliability and validity of the measurement model were checked. The data has
been collected from 453 young pilgrims (age ranging from 18-35 years) through purposive
sampling who had visited the Vaishno Devi shrine, a heritage site in India. The temple is one of
the most visited pilgrimage centers of India dedicated to Goddess Durga, the supreme divine power
of the Shakta sect of Hinduism (the third most popular religion across the globe). The findings
indicate that MTE positively impacts tourist attitude towards pilgrim sites which further affects
their behavioral intentions (BI) to visit pilgrim sites. Further, results of SEM analysis show that
attitude partially mediates the relationship between MTE and BI (RVI and RCI). Finally, results
of the moderation analysis show that religiosity moderates the relationship between MTE and
ATP. This paper seeks to extend the MTE concept introduced in pilgrim tourism sites. The
inclusion of a pilgrim site in this study ensured the scale’s inviolability in the new environment.
The MTE scale was extended, and the BI scale was altered for this research. The religiosity of the
pilgrims emerged as an important factor affecting the strength of the relationship between MTE
and ATP. Religiosity is a relatively new construct that has been less explored especially in pilgrim
sites. It has been previously studied in relation to religion and religious beliefs (Hill et al., 2000);
religious characteristics (Ellison, 1991); the importance of evaluating religiosity on account of
sociocultural components (Aman et al., 2019; Benson et al., 2003). There has been no prior known
study linking religiosity with MTE, ATP, RVI, and RCI.
Keywords: religiosity, memorable tourism experience, recommend intention; revisit intention,
structural equation modeling, pilgrim site
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Abstract
Nowadays, the airline industry has a wide competitive environment. The development of the
airways contributes to the progress of society (Rochat, 2005). Nowadays, the airline industry is in
serious competition and therefore, airlines are trying to improve the service quality to gain a
competitive advantage (An & Noh, 2011). Air transport has become a very large enterprise. During
the First World War, there were many developments in the airways, but after the Second World
War, the real development began. Unequivocally, airlines are the main element in the growing
world industry (Hanlon, 2007). Air transport is a service and requires more capital due to its
structure, aircraft, and equipment personnel. Rapidly advancement of computers and technology
meets the need for some personnel, but airlines need a lot of staff, for example, managers, cleaners,
security (Sinha, 2001). Providing high-quality service to customers is fundamental for the
sustainability of the airlines. Service quality conditions affect a company’s competitive advantage
and influence market share while remaining under the aegis of customers (Park et al., 2004).
Nowadays, airports are anticipated to have self-adequate services suppliers. In addition, it offers a
variety of quality services to clients (Bezerra & Gomes, 2016). Airlines offer customers a variety
of services, comprising ticket sales, purchase, airport ground handling, and destination services.
Furthermore, it includes several services, lost baggage handling, and shuttle services for delayed
passengers. . The quality of service is not only tangible but also subjective attributes that are
difficult to measure, such as safety and comfort (Tsaur et al., 2002). In the hospitality sector,
service quality is one of the most important features that determine business efficiency and success.
Human Resources is the biggest factor in improving the service quality. The role of HR
competencies on the quality of service was measured by researchers in the airlines and results
showed that HR competencies had a meaningful effect on service quality (Wattanacharoensil &
Yoopetch, 2012). Among the job characteristics, job crafting, which means that employees reshape
their working conditions according to their needs and competencies, has been discussed in the
tourism sector. Employees can shape their work experience and improve their business attitudes.
Therefore, former research has focused on job crafting results (Teng & Chen, 2019). Few studies
examine the relationship between job crafting and personality traits. In addition, there is no study
showing the relationship between the personality traits and job crafting 3 dimensions of airline
local employees. This study expands the literature because task, cognitive and relational crafting,
and personal traits are performed in the airways. The tourism sector offers people and serviceoriented product experiences that require employees and service-oriented. Since tourism is laborintensive, it requires constant interaction between the employee and the consumer. For this reason,
it is important to hire staff with service-oriented personality characteristics that are appropriate for
the job. Recruitment of service-oriented people can have positive effects on customer loyalty,
create competitive advantages and improve the corporate image (Kosker et al., 2018). Customer
focus is defined as the ability of employees to enjoy customer satisfaction, respect from customers,
and interact with customers (Dienhart et al., 1992). This study classification the service orientation
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as a customer focus. In this case, the positive psycap of employees is thought to have effects on
service orientations. This study aims to reveal the effects of psycap on customer focus skills of
airport employees. Why is psycap important? According to previous studies, measuring
organizational success requires using different evaluation criteria that take into account monetary
and non-monetary criteria. Nowadays, the concept of capital does not only include the financial
aspects of the business (Paek et al., 2015). For this reason, to a company develop, it should be able
to evaluate capital such as cultural and social (Luthans et al, 2008). Usually, the researchers have
measured the influences of psychological capital on job performance and job participation in the
tourism and hospitality industry (Luthans & Yousef, 2007). According to the theory of job
demands-resources (JD-R), business characteristics are divided into two important sections: job
demands and job resources. Using job demands-resources theory, job preparation is defined as the
changes that employees can make to work demands and resources (Bakker & Demerouti, 2008).
Employees can redesign their work and demonstrate job participation using their business
resources and demands (Schaufeli et al., 2008). Job crafting is a critical strategy for both
managerial and non-managerial workers. Because the people who do their work are about
changing the job to develop the meaning of the work. Flight attendants can improve job recovery
and job participant service recovery performance and tend to drop lower (Karatepe & Eslam,
2017). Considering that job crafting influences job outcomes, job performance, and job
engagement in organizations. The present study explains whether the dimensions of job crafting
(which are task crafting, cognitive crafting, and relational crafting) relate to the psychological
capital of airport employees. There are many studies in the literature on job crafting and personality
traits in the tourism industry. This study aims to investigate the relationship between personality
traits and job crafting. Furthermore, this study examines the relationship between psycap and
service orientation in the airline industry. Data will obtain from airport service officers in Turkey.
First of all, permission will be obtained from the three airports with a letter explaining the study’s
aims and asking for permission. SPSS will be used to analyze the data. This study establishes a
link between personal psychological capital and service orientation. In addition, this study
contributes to the literature on the relationship between job crafting and psychological capital.
Airport local service managers need to encourage employees to engage in job crafting and service
orientations. This study also establishes a link between personal psychological capital and service
orientation. On the other hand, the current study explains the relationship between employee
characteristics and job crafting. The theoretical contribution of the study to the literature is the
relationship between psychological capital and service orientation.
Keywords: job crafting, personality traits, psychological capital (psycap), service orientation,
airport industry
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Abstract
The sharing economy was significantly impacted by COVID-19. It is essential to identify factors
that encourage customers to participate in the sharing economy to survive and develop. Trust is
considered an antecedent factor in the sharing economy. At the same time, artificial intelligence
is a game-changer in both car-sharing and accommodation sharing. However, the empirical
results are inconclusive on whether trust in artificial intelligence can reasonably predict sharing
behavior. This paper aims to evaluate the relationship between trust and artificial intelligence in
the sharing economy and identify whether trust in AI will drive sharing behavior. After a
systematic review, eighteen papers were selected from EBSHost, Proquest, and google scholar.
Then meta-analysis was conducted by Revman 5 based on the selected literature. While a
predicted relationship between trust in AI, purchase intention, perceived ease of use, perceived
usefulness was presented according to the results of the meta-analysis. Later, the structural
equation model was adopted to evaluate this proposed relationship. The preliminary results
suggest that trust in artificial intelligence positively affects purchase intention, whereas perceived
ease of use and perceived usefulness significantly moderate the relationship between trust and
intention. This study both has theoretical implications and practical implications. It contributes
to AI and the sharing economy literature by adding trust as an antecedent factor. It also enlightens
practitioners to develop strategies related to trust and artificial intelligence.
Keywords: trust, artificial intelligence, sharing economy, systematic literature review, metaanalysis
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Abstract
European Foundation for Quality Management Excellence Model (EFQM) is one of the widely
recognized and preferred models of performance assessment in the world (Politis & Grigoroudis,
2020; Rahman et al., 2019). This framework is effective to manage the expectations of all the
stakeholders of a business and to create an environment for common challenges, uncertainties, and
risks (Saleh & Watson, 2017). The latest version of the model, EFQM 2020, is considered
representing Quality 4.0 approach which is aligned with Industry 4.0 orientation with its scope of
transformation, improvement of organizational performance, technology, and strategy (Fonseca et
al., 2021). Moreover, that version incorporates UN Sustainable Development Goals with a
potential to guide businesses including hotels at their recovery and transformation process upon
pandemic (C. Seçkin, personal communication, August 25, 2021; EFQM, 2019). As for hotel
industry, the model is regarded as a critical tool to assess the performance of hotels to sustain their
competitive advantage (Liu & Ko, 2018; Politis & Grigoroudis, 2020; Rahman et al., 2019). EFQM
has been analyzed in several academic studies; however, research about its applicability in the
hotel industry is limited. In addition, the number of hotels to apply the model is relatively low
despite the increasing trend in the recent years (EFQM, 2021, July; Metaxas & Koulouriotis, 2019;
Şanlıöz-Özgen, 2016). Indeed, hotel industry is represented by two hotels as EFQM award winners
which showcase the model’s application as best practices for hotel businesses to acknowledge the
challenges, benefits, and opportunities of this framework (Şanlıöz-Özgen, 20XX). This study
presents the preliminary findings of a study which aims to identify the reasons why the EFQM is
not preferred in the hotel businesses. This investigation is critical particularly at the pandemic
period in order to comprehend the applicability of the model for the recovery and transformation
of hotel businesses leading to the improvement of their sustainable competitive advantage.
Research questions were created in regard for those issues to address the challenges of EFQM
applicability in the hotel businesses, its potential to help recovery and transformation, and
recommendations to facilitate its applicability. A qualitative study was designed to collect the most
relevant and comprehensive data through purposive sampling (Yin, 2011). In-depth interviews
with three EFQM assessors who had participated to the assessment process in the hotel businesses
in Turkey and abroad were conducted in August and December 2021. In addition, two
professionals in charge of EFQM application in hotels were also contacted at the same time period.
Transcripts of interviews were analyzed just after data collection process by coding according to
the research questions. First critical finding of the study is the agreement of three assessors on the
potential of the EFQM to help hotel businesses for their action plans of recovery and
transformation upon pandemic period despite several challenges. Those challenges appear in two
dimensions: sector-related structural problems and model-related contextual problems. Major
sector-related problem is the inadequacy of the sector leaders and managers’ strategic view and
vision leading to the lack of understanding of the model with its sustainable effects in the long run.
Other problems stated are as follows:
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International hotel groups apply corporate quality procedures determined by the
headquarters and therefore do not require other models.
Despite corporate decisions, there exist problems of EFQM understanding and
implementation in the brands and properties in the group.
Investors regard hotel properties as short term cash generating businesses and
therefore they are reluctant to consider long term and effort taking issues such as
creating a quality culture or developing a strategic perspective.
Leaders’ focus is limited with the operational actions and their immediate results
such as revenues, customer satisfaction, or reputation scores.
Difficulty to create an institutional quality culture is evident due to high turnover
rates including managerial people.
Sector is highly dependent on seasonality which cause serious fluctuations in
operations.
Small and medium size enterprises are dominant and they have higher concentration
on operations and limited strategic, international, and future-oriented perspective.
Structure of stakeholders is complicated given the dominance of tour operators in
the resort destinations leading to the difficulty to affect overall experiences of
customers.
Financial considerations of businesses are prevalent due to various crises in the
country.
Inadequacy or inaccessibility of data and data analytics is prominent leading to
difficulties of benchmarking and competitive comparisons.
As for the challenges based on the model, one major problem is stated as the high
costs of the EFQM process (training, assessment, and application) which requires a
substantial budget as a huge investment in the small and medium size enterprises.
On the other hand, lack of EFQM headquarters’ interest is evident to promote the
model for hotel businesses despite two award winning hotels. Other model-related
challenges were expressed as seen below:
Complicated nature of EFQM with numerous criteria which are difficult to
understand by hotel businesses.
Lack of sector-specific quantitative criteria to assess the performance.
Conformity of the model to limited number of hotel businesses with outstanding
quality orientation and practices.
Model’s expectation of a steady improvement of results which is impossible to
fulfill under uncertain sectoral conditions.
As indicated by the participants, EFQM offers several advantages for hotel
businesses despite challenges stated above. Solutions to be undertaken are
recommended as follows particularly to recover and transform after pandemic
period:
Sectoral mobilization and call for action to create a quality and excellence culture.
Raising leaders, owners, and top managers’ awareness about the model and its
organizational, sectoral, and sustainable benefits.
Leading role of the sectoral NGOs to stimulate the partners, educate them in
systematical and sustainable thinking, and collaborate on staff training, data
collection and analytics platforms.

83

University of South Florida (USF) M3 Publishing

•
•

Involve academic institutions to the assessment and education process, and
encourage them to examine best practices to share to the public.
Encourage big hotel groups (a reputable hotel brand) to apply EFQM until the
award winning stage in order to create a remarkable example for the hotel industry
placed with reputable brands of other industries (i.e. BMW, Siemens).

The ultimate aim of this study is to open a discussion about the applicability of the EFQM model
in the hotel businesses and to question its effectiveness to recover and transform upon pandemic
period. As a conclusion, EFQM appears as a promising framework to help hotel businesses despite
several challenges thanks to the accumulated knowledge and experiences obtained in the hotel and
other industries in Turkey and other European countries.
Keywords: EFQM, sustainable development goals, quality 4.0, hotel industry
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Abstract
Foreign language proficiency affects positively customer experience in tourism providing effective
and efficient communication between the host and the guest (Leslie & Russell, 2006). This skill is
also effective for employability in the hospitality and tourism industries (Chan & Coleman, 2004;
Adeyinka-Ojo, 2018) and career development of candidates (Okumus et al., 2016). Therefore,
foreign language proficiency particularly in English as a prevelant global communication tool is
essential in tourism (Ghany & Latif, 2012; Prachanant, 2012). In Turkey, the language skills are
often specified as a criterion of the recruitment process in addition to the applicants’ job experience
and work history. However, employees’ lack of foreign language skill still remains a sectoral
problem in the country (Balcı & Metin, 2019). “In order to succeed in the current market, the
language level of management tourism students should reach B2-C1 according to the Common
European Reference Framework (CERF 2.6.2012) for languages” as reported by Klimova and
Semradova (2013: 517). This proficiency level requires high skills in speaking, writing, listening,
and reading comprehension. Therefore, hiring the right person who meets the required levels of
foreign language proficiency appears to be a critical issue in the sector. Given this critical role of
foreign language skills for recruitment and employability, human resources (HR) executives apply
various measurement tools. Despite different measures of language proficiency which have been
developed (Bachman, 2010), the need for language proficiency assessments peculiar to specific
domains and jobs is evident (Lockwood, 2012). Regarding the needs of tourism and hotel
businesses, all stakeholders (managers, HR executives, prospective employees, and academia)
should find a common ground for acceptable levels of language skills and their measurement.
There exists some research on the analysis of needs from the perspectives of employees and
tourism management students (Prachanant, 2012; Klimova & Semradova, 2013). However,
practices in use for the assessment process lacks clarification and further investigation. In this
respect, this study aims to reveal current practices of foreign language assessment during the
recruitment process in the hotel industry. Following a situational analysis to comprehend the
current practices, the study’s ultimate aim is to identify gaps and problems to improve this
measurement process by recommended solutions. Purposive sampling was employed to collect the
most relevant data and convenience sampling (Yin, 2011) was preferred as HR executives of the
sectoral partners of the authors were contacted to fill in the survey form. The form was created as
an online document including two close-ended questions (hotel type and city), one scale question
to understand the satisfaction level, and seven open-ended questions to investigate the following
subjects: Languages required from applicants, skills required (speaking, writing, reading, and
grammar etc.), if those skills are changeable according to departments, methods of measurement,
evaluation of the effectiveness of those methods, criteria and difficulties of the utilized methods.
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The form was sent in December 2021 to 40 HR executives from various five-star hotels including
national, international, group member or independent hotels in İstanbul and Çeşme, İzmir. A total
of 22 participants returned full forms which were then taken to the analysis process (20 hotels from
Istanbul, 18 hotels members of international hotel groups). MAXQDA Pro 12 version was utilized
for data analysis. The 10-point scale question to measure the satisfaction level of HR executives
with the methods (1=Very poor; 10= Excellent) revealed an average of 7.5 satisfaction of all the
hotels (minimum was 4 from an international hotel in Izmir and maximum was 10 from an
international hotel in Istanbul). Other hotel in Izmir recorded the second minimum rate of 5 for
this question. Findings reveal the English proficiency as a required skill by all the participants.
Arabic (13 participants) and Russian (5 participants) are the following languages given the
dominant markets of the destinations. Figure 1 summarizes the major findings of the study.
Figure 1. Required Skills and Criteria for Foreign Language Skills and Measurement Methods

Verbal proficiency including speaking, listening, and understanding are the most frequent skills
required particularly for front-of-the-house (FoH) departments given the critical role of
communication in the hospitality sector. Writing, reading, and grammar proficiency is essential
for reservations, sales, and other administrative departments. The analysis of required proficiency
according to departments and positions discloses the need of businesses for different proficiency
levels at the various departments including higher expectations from FoH employees. Higher
proficiency in all aspects is critical for administrative and managerial positions. Front office, food
and beverage, and kitchen team members are also expected to know their terminology. Interview
is the dominant method applied by all the hotel businesses; written tests and scenario-role playing
are other frequent methods in order to measure foreign language proficiency. As for the evaluation
of foreign language skills, findings indicate that majority of hotel professionals measure the verbal
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proficiency by interviews. As the medium of communication is English in the international hotels,
observation during experience and adaptation to corporate communication tools are other
techniques applied. Only one hotel professional (Participant 6) declared the use of written methods
(test and translation) whereas two businesses (Participant 4 with a sectoral partner and 8 with an
English teacher) cooperate with third parties. Concerning the required criteria for proficiency,
fluency in foreign languages is also prevalent given the nature of the hotel businesses. Correct
expressions and use of correct terms with adequate vocabulary are among the most critical
proficiency factors demanded by HR executives. Finally, majority of participants declared the
convenience of their score evaluations and expressed no problems with their measurement or
scoring process. However, five participants stated that they did not apply any scoring process.
Occasional solutions such as assistance from a department head (Participant 8) are also applicable.
In conclusion, the assessment of foreign language proficiency by HR executives appears to be
mostly based on the test of spoken language skill in the study. Working with language experts is
not a preferred option in the assessment process. Although the need for language proficiency
differs according to the positions, the recruiters seem to have a poor understanding for the use of
standardized and effective assessment tools testing various types and levels of foreign language
proficiency. Therefore, the validity and reliability of the assessment methods and their effects on
sustainable employability is under question. Study findings also reveal the need of recruiters to
cooperate with other stakeholders on determining the needs of the sector and ask for assistance of
the language experts for tools peculiar to the hospitality, checking the use of appropriate
vocabulary and grammar knowledge together with verbal and writing skills. In a world where
advanced technologies such as artificial intelligence, virtual reality, and metaverse offer fruitful
opportunities, more sophisticated assessment and educational methods of foreign language
proficiency can be created through interdisciplinary studies and projects.
Keywords: English language, recruitment process, hotel industry, Turkey
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Abstract
Tourism revenues are one of the most important sources of income in Mediterranean countries.
Thereby Mediterranean countries are rivals to each other and therefore identifying relative tourism
performance provides significant information both for government agencies and managers in the
tourism industry in these countries. Since performance is a multidimensional phenomenon,
performance evaluation is required to consider several factors. In this context, a solution can be
provided with multi-criteria decision making (MCDM) methods. Given the multidimensional
structure of the tourism performance, the current study aims to analyze relative performances of
14 Mediterranean countries (Bulgaria, Croatia, Cyprus, Egypt, France, Greece, Israel, Italy, Malta,
Morocco, Portugal, Spain, Tunisia, Turkey) via TOPSIS (The Technique for Order of Preference
by Similarity to Ideal Solution) method. Within the scope of the analyses, the years 2018 and 2019
were covered as a basis. In the analysis, number of arrivals, tourism expenditure in the country
(US$), accommodation, number of departures, tourism expenditure in other countries (US$),
number of establishments, the average length of stay, net occupancy rate are used as criteria and
countries relative rankings are obtained. According to the results, there have been changes in the
rankings of the countries in these years. Spain, Greece, Egypt, and Italy took their places in the top
five in both years, while France was in the 5th place in 2018, dropping three places in 2019 to take
its place in the 8th place. Moreover, Turkey failed to find a place in the top five in 2018 but ranked
4th in 2019. It is essential to investigate the macroeconomic reasons for this progress made by
Turkey. Furthermore, it is determined no large gaps between the relative proximities values (C*)
of the countries. Merely, for the years 2018 and 2019 a significant difference was identified
between the C* values of Spain (1st place) and Israel (14th place) (respectively 0.61, 0.38; 0.62,
0.39). Finally, some limitations of the study are mentioned. In addition, recommendations are
made to decision makers based on the findings.
Keywords: tourism performance, Mediterranean countries, MCDM, TOPSIS
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Abstract
The tourism industry is included of different parts that have direct and indirect impacts on the
economy of the countries. It absorbs local and international investments, boosts trade, and as a
service sector generates a lot of employment opportunities. It increases the income of hosts and
also increases the tax income of the governments, and also improves the Balance of payments.
That is the reason that many countries such as Turkey have a concentration on the development of
tourism. However, the economic growth of the different countries has been affected by the tourism
industry in a positive or negative way. In this study, monthly time series data sourced via Thomas
Reuters Data Stream, and Vector Error Correction (VEC) model, and the VEC Granger causality
test is utilized. The aim of this study is to evaluate the impacts of the growth of the tourism sector
on the economic growth of Turkey, in the short run and long run. Moreover, the converse impacts
will be assessed to find out if there is a unidirectional or bidirectional causal relationship between
these two. The importance of this study is to understand how improving and encouraging the
incentives of the tourism industry is meaningful.
Keywords: tourism industry, economics growth, Turkey, time series data, co-integration test,
VEC model
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Abstract
This study has two main aims. The first is to reveal the effect of the Cappadocia destination’s
inclusion in social media content on the brand awareness of the destination. The second is to
investigate the role of destination brand awareness, cognitive image and brand equity on the
intention to make e-WOM for the destination on social media platforms. In order to test the model
created for these purposes, an online questionnaire was applied to domestic tourists who had
visited Cappadocia before. The collected data were subjected to preliminary analysis with
explanatory and confirmatory factor analysis. The fitness values of the tested model provided
acceptable fit and the research hypotheses were tested with structural equation modeling. The
findings show that social media content related to Cappadocia has a significant effect (β= 0.51
p<0.01) on the brand awareness of the destination. In addition, brand awareness significantly
affects the destination’s cognitive image (β= 0.87 p<0.01) and brand value (β= 0.69 p<0.01), but
these variables do not significantly affect the intention to make e-WOM on social media platforms
(β= -0.20 and β= -0.03). In this context, the research contributes to theorists and practitioners as it
expands the factors that can affect destination-related e-WOM.
Keywords: destination brand, e-WOM, social media, destination image
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Abstract
Individuals show active-passive participation to events in open or closed, urban or rural areas for
various purposes such as getting away, resting, relaxing, exploring, being excited and change of
air in their free times (Karaküçük, 2014). At this point, it is possible to say that recreative activities
provide a complete opportunity to the individuals who want to get away from the noise of the city
and busy tempo. The word recreation is derived from the Latin word recreatio meaning “healing,
reviving, restoring” (Öz, 2019, p. 54). Since it has an aspect to improve health, recreation helps
individuals to have a quality life. Accordingly, “it is appropriate to mention the forest bathing
concept which is Japanese stress-relieving tradition” (Pasieka, 2021, p. 95). This concept gained
popularity in 1982 when the Ministry of Forestry of Japan recommended individuals to participate
in the activity of “regular bathing in the nature for a healthy life”. Shinrin means forest and Yoku
means bathing (Garcia & Miralles, 202, p. 17). As expressed by Ergüven (2019, p. 67), “having a
forest bathing enables perceiving sound, odor, colors that address to sense with a conscious mind,
and nothing much is needed other than the senses”. Garcia and Miralles (2020, p. 18) mentioned
“using nature for therapy purposes in forest bathing” and Karaküçük (2014 p. 68) showed that
“the similarity between forest recreation and forest bathing and therefore, forest bathing can be
considered as a recreative activity”. Thus, it is revealed that this new concept that gained
popularity and turned into a global trend can be considered as a recreative activity and implications
to expand its applicability seems important. The topic considered in this context is exploratory
qualitative research. It is believed that this study will significantly contribute to the related
literature. Previous studies mention that forest bathing decreases stress, lowers the heart rhythm,
and heals the health of individuals in the mental, physical and psychological sense (Garcia &
Miralles, 2020; Antonelli et al., 2021; Jin Park et al., 2008; Muro et al., 2022). Thus, the positive
effects of regular forest bathing as a recreative activity on individuals are seen. On the other than,
ecotourists and eco-recreationists travel to minimize their ecologic footprint, travel for exploration,
and adopt an understanding to protect the natural areas they are visiting or support the development
of such areas (Özlü Diniz, 2021). Therefore, participating to forest bathing activity considered as
a nature tourism field by adhering to these views of the individuals will significantly support the
sustainability of the tourism. According to the obtained results, it is possible to state that forest
bathing can act as a recreative activity to enable individuals to spend their free time.
Keywords: leisure time, recreation, forest bathing, shinrin yoku, recreational activity
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Abstract
Travel, tourism, and hospitality industries are some of the biggest contributors to the economic
well-being of countries. According to World Travel & Tourism Council’s most recent report
(WTTC, 2021) prior to the pandemic, travel, and tourism (including its direct, indirect, and induced
impacts) accounted for 1 in 4 of all new jobs created across the world, and 10.4% of global GDP
(US$ 9.2 trillion). Meanwhile, international visitor spending amounted to US$ 1.7 trillion in 2019
(6.8% of total exports, 27.4% of global services exports). During the pandemic, on average 85
percent of international travel came to a halt. However, the latest United Nations World Tourism
Organization’s (UNWTO, 2021) reports indicate improvement in consumer confidence because
of relaxed travel restrictions for vaccinated travelers, coupled with the progress made in the rollout of COVID-19 vaccines. This is the time for industry experts and government officials to start
strategizing for their recovery plans and policies. This is especially vital for developing countries
whose tourism and hospitality industries are relatively recent. Uzbekistan falls in this category
with its relatively young openness to tourism. To be more precise, the international arrivals to
Uzbekistan were 2 million in 2016, followed by a dramatic increase (350%) to almost 7 million in
2019 (The World Bank, 2021). The pandemic represented a major halt to this industry. At the same
time, Uzbekistan has a peculiar composition of international travelers, since many come from a
neighbor or anyhow CAREC regions. How did the pandemic affect this important part of
Uzbekistan revenues? Did it kill this newborn industry or the national pre-pandemic plans are still
valid objectives? What was the impact of stringency measures on international travel? By
measuring the trend of tourism before the pandemic, and assessing the halt caused by this
exogenous shock on both domestic and international inbound travelers, with special attention to
the ones coming from the CAREC, we aim to answer this question via quantitative analysis, with
the use of index numbers and non-parametric estimates. Our results will be useful to understand
the extent of the damage of the pandemic in this sector, the possible strategies to take a remedy to
it, and the impact that non-pharmaceutical intervention played in this regard.
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Abstract
Compared with the purchase of tangible products, when the customers purchase services their level
of perceived risk tends to be relatively higher, as the intangibility of services increases uncertainty.
Customers perceive risks as uncertainties may cause a feeling of helplessness or a lack of control
when there is a probability of negative events to occur. In general, people tend to prefer to have
control in almost all situations to reduce the level of uncertainty and increase predictability. The
concept of control can be investigated from the perspectives of the three types of control, namely
cognitive, decisional, and behavioural. Particularly, the study of decisional control is important, as
when people have the power to make a choice from a number of alternatives, they tend develop a
cognitive bias, or illusion of control. When people have illusion of control, they tend to
overestimate their abilities and attribute or attach more importance or weighting to the choice they
make. The attachment of importance or weighting also cause increased value attachment and liking
for the chosen alternative. Based on this background, this study aims to investigate the potential
influence of illusion of control when they experience service failures. That is, whether they respond
more positively towards service failures when they themselves made the choice and had the
decisional control. The study is original as no previous research has been carried out investigating
this topic.
Keywords: illusion of control, service failure, hospitality businesses
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Abstract
As a megatrend, digital transformation affects all industries as well as the tourism industry (Buhalis,
2020). While digitalization can be defined as increment or adaptation of digital technology usage by
organizations, industries, or countries (Brennen & Kreiss, 2016), digital transformation is determined
as a continuous process that involves the spread of digital technologies in a society (Nähler &
Gronauer, 2017). In the digital age which has started in the last quarter of the 19th century allied to the
enhancement of computer usage, it can be said that a global digital transformation process has
appeared. Buhalis (2020) has been mentioned that smart environments composed of advanced
technology usage will generate a transformation in terms of industry structures, processes, and
practices. Therefore, both the tourism industry and the tourism academia have been affected by the
digital transformation process. As a result of the examination of bibliometric studies about digital
transformation in tourism, it is found that studies mainly focused on specific issues such as social
media, the internet of things, and mobile technology (Chen, Law, Xu, & Zhang, 2020; Dorcic, Komsic,
& Markovic, 2019; Mehraliyev, Choi, & Koseoglu, 2019; Muritala, Sánchez-Rebull & HernándezLara, 2020; Nusair, 2020; Nusair, Butt, & Nikhashemi, 2019). However, it can be said that there are
very few bibliometric studies that holistically discussed digital transformation in tourism (Yuan, Tseng,
& Ho, 2019). Because of this situation, it is critical to examine the issue of digital transformation in
tourism from a holistic perspective with the bibliometric mapping method. In this study, it is aimed to
analyze the studies on digitalization in the fields of hospitality, leisure, sport and tourism with the
bibliometric mapping method. The scientific mapping method allows to discover a systematic literature
network (Su ve Lee, 2010). With this method, it is possible to measure the efficiency of scientific
publications such as citations and the number of publications. This method has been developed to
measure productivity in countries, disciplines and authors (Kurtz ve Bollen, 2010). In this context,
related articles were examined in terms of publication year, authors’ countries, journals and the most
cited articles. In the study, bibliometric analysis was performed using the Citespace program. In the
research, articles published in English language in the field of “hospitality, leisure, sport and tourism”
were examined. After these selection criteria, 1954 published articles between 1995 and 2020 in the
Web of Science database were included in the research. While a total of 23 articles were published
between 1995 and 2010, the most published period with 1931 articles covers between 2011 and 2020.
In this regard, Tourism Management (n=123) is the most widely published journal, it is followed by
International Journal of Contemporary Hospitality Management (n=109) and then International Journal
of Hospitality Management (n=80). In addition, the top 3 most cited countries on digitalization in the
mentioned fields are the USA (n=1111), China (n=596) and the United Kingdom (n=373).
According to the co-citation network analysis, it is understood that the most cited articles were written
by Leung, Law, Van Hoof, & Buhalis (2013) (n=259), Munar and Jacobsen (2014) (n=234), Xiang and
Gretzel (2010) (n= 232). The most cited article made a literature review on studies on the use of social
media in the tourism industry (Leung et al., 2013). While the second article examined the motivations
for sharing tourism experiences via social media (Munar & Jacobsen, 2014), the third article examined
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the effect of social media in Web 2.0 platforms related to tourism and travel (Xiang & Gretzel, 2010).
In a digitalizing world, digital techniques and tools have begun to use in hospitality, leisure, sport and
tourism fields. Therefore, in this study, the bibliometric method was applied to examine the current
situation of digitalization studies in mentioned fields. The findings revealed that studies on
digitalization have raised dramatically between 2011 and 2020 and the most cited authors are from the
USA, China and United Kingdom. According to findings, the most cited journal was Tourism
Management and the most cited articles on digitalization were social media-related studies in tourism.
It is thought that articles on digitalization will be increasingly tended to continue and businesses
operating in this field will also be more involved in the digital transformation process in the future. In
accordance with this proved expectation is one of the most striking contributions of the current
research. In future studies, it is thought that the determination of new trends and study topics will
contribute to the relevant literature by examining the publications in other databases which include the
subject of digitalization in the fields of hospitality, leisure, sport and tourism.
Keywords: digital transformation, tourism technology, tourism articles, bibliometric analysis, Web
of Science, CiteSpace
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Abstract
With the spread of the COVID-19 crisis, affecting the whole world, people had to make significant
changes in their life- and working styles. Many businesses having to deal with severe problems
due to the impact of the pandemic are on the verge of closure. Tourism businesses are among the
most affected by this situation and if caught unprepared, they either shrunk or close down
completely. On contrary, there were also those who turned these negative situations into
opportunities: Innovative entrepreneurs. Looking from a different and positive perspective, for
them, new living conditions mean new opportunities. In this research, it is aimed to reveal how
crises in the business world are turned into opportunities with innovative entrepreneurship
practices, by using the literature review method, and general information and examples of
accommodation facilities are given. The findings show that entrepreneurial tendencies increase in
accommodation businesses that minimize epidemic risks and require measures such as social
distance, hygiene rules and living in isolated areas. As a result, alternative accommodation
facilities, managed by innovative entrepreneurs within the framework of safe tourism, came to the
fore; mansions, villas, glamping / camping areas, holiday villages, chalets and bungalows are
innovative initiatives evaluated within this scope. In this study, contributions of these innovative
initiatives to tourism and entrepreneurship were mentioned and evaluated. In addition, innovative
ideas about the sector and important tips and suggestions were made to the entrepreneur candidates
and other relevant environments.
Keywords: pandemic, crisis, innovative entrepreneurship, hospitality businesses
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Abstract
The article discusses the effectiveness of doing business in tourism enterprises on the specifics of
business development. The essence of the concept of tourism, the classification of the main
elements of tourism activities, the specifics of tourism services and their content, the elements of
business development in tourism enterprises and the structure of tourism infrastructure have been
formed and based on theoretical and practical research. World trends show that the share of tourism
in GDP has been growing in recent years. According to the World Tourism Organization (WTO),
“tourism accounts for 10% of the turnover of the world market for production and services. By
2022, international tourism revenues are projected at $2.0 trillion a year”. Therefore, the
development of the tourism sector is a priority in the development of the world economy, which
requires the improvement of entrepreneurial methods in the industry. The WTO emphasizes the
need to build tourism potential, offer new services, create new tourism brands, radically increase
the competitiveness of the tourism industry, further expand the geography of tourism, increase the
share of countries in GDP and make tourism one of the most profitable Attention is paid to
organizing management on a scientific basis, improving research organizational and economic
mechanisms, increasing economic efficiency and assessing the prospects of tourism enterprises.
One of the most important scientific directions today is the organization of management in tourism
enterprises on an innovative basis, ensuring the effectiveness of management, assessing the main
trends in the change of factors affecting the management system. According to experts, in the near
future tourism will become the main service sector in a number of countries, overtaking the
traditional advanced sectors of the economy, such as oil production and refining, the development
of the automotive industry and computer technology. The tourism market already plays a leading
role in the economic system of some countries. This market, of course, has its own scientific and
theoretical base. To understand the importance of managing the tourism sector, we need to
consider its theoretical foundations. To do this, first of all, it is necessary to know the definition of
terms related to tourism. In the context of increasing globalization and integration of the world
economy, the correct interpretation of the essence of the concept of tourism and the correct
understanding of its essence is of both theoretical and practical importance. There are various
views and concepts based on the opinions of foreign and domestic scientists. In particular, A.Yu.
Aleksandrova noted that “tourism is the sum of relations and events that arise when people arrive
and settle in places other than their permanent residence and work”, and Yu.V. Tishukov said that
“ tourism - citizens of the country, foreign citizens and temporary trips of stateless persons from
their permanent place of residence for recreational, dates, professional, business, sports, religious
and other purposes without engaging in paid activities in the country of their temporary residence”.
Yu.V. Tishukov in his study “The tourism industry is hotel and other accommodation facilities,
motor vehicles, catering establishments, means and means of recreation, means of dating, business,
health, sports and other purposes, organizations operating tour operators and travel agencies, as
well as a set of organizations providing excursion services and services of a guide-interpreter, -
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Biryakov M.B. said, - this is a set of targeted actions in the service sector aimed at meeting and
satisfying the needs of a suitable tourist or tourist”.
The development of tourism in the world will solve a wide range of socio-economic issues, such
as employment, entrepreneurship, income growth and regional budget revenues. Tourism is a
socio-economic system in which people and their groups realize their social, economic,
environmental, cultural, educational and other interests and satisfy their respective needs. The
ambiguity of the term “tourism” allows us to consider this concept as a systemic one, denoting a
set of organized elements of the tourism system. These elements include:
• Subjects of tourism (tourists and their associations, types of activities of subjects of
tourism, activities of bodies for the social regulation of tourist movements in this area);
• Tourist facilities and facilities (tourist resources, tourism industry and infrastructure
facilities).
The tourism system includes socio-economic subsystems, each of which has its own complex
internal structure and goals, and in practice they can move from one subsystem to another. The
main subsystem of tourism in the world is social, since basic rights begin to be exercised in it (the
right to rest, the right to freedom of movement, the right to spa treatment, the right to access
cultural values, etc.). The social system includes state and municipal tourism management bodies,
state and municipal enterprises and institutions providing social services in the field of tourism,
non-state scientific and educational organizations, sanatorium and resort organizations, children’s
health and recreation facilities and others. Although tourism services do not have the same material
appearance as other services, they have a certain impact on the well-being, standard of living and
quality of life of the population. Because these services, like many other services, lead to a change
in the mentality of people and satisfaction from life. Tourist services also have their own
characteristics. These include the following (Table 1).
Table 1. Specificity of Tourist Services and Their Content
№

Specific Features of Services

1

The socio-economic significance of tourism
services at the same time

2

Lack of material representation in the
process of buying and selling tourism
services

3

Lack of ability to support tourism services

4
5
6

The impossibility of providing tourist
services at the place of service and taking
them to another place
Simultaneous presence of the consumer,
service provider and tourism product in the
provision of tourism services
Quality and competitiveness of tourism
services

The Essence of These Features
The social significance of tourism services is directly determined by the employment
of the population, the increase in income, and the improvement in the quality and
standard of living. Its economic significance is directly determined by its
contribution to the economy of the region and the country (GRP and GDP), its place
in the service sector (share in GDP), the production of tourism products, etc.
Tourism services, like other services, do not materialize in the process of buying and
selling, but are simultaneously consumed. The service of the service provider, in
accordance with his professionalism, determines how much the consumer will be
interested in this service, and as a result, their overall level will depend
It is impossible to store tourism services as other services, since they are consumed
directly in the process of providing, the consumer in the same process also assesses
the quality of which
Tourist services are characterized by intangibility, the impossibility of their storage
and transportation, as well as the fact that this service is provided at the time and
place of consumption, it is impossible to transport it to another place
Another important feature of a tourist service is that in the process of its provision, a
consumer, a service provider and a tourist product (service) must be present at the
same time
Businesses and firms providing tourism services operate in a very high risk
environment. If they fail to provide quality services, they are likely to miss out on an
opportunity in the competition

The features of tourism services listed above are to carry out entrepreneurial activities in the
industry and achieve equal development of related industries. Because the sustainable functioning
of the industry is closely related to the activities of certain sectors to which it belongs. The main
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features of the development of entrepreneurship in tourism enterprises are that tourism activities
and potential are directly dependent on the level of their development, socio-economic, natural
conditions, i.e. development of natural complexes, technical infrastructure, industry, service
system, culture, art and science, in a word, depends on the natural and economic-geographical
position of countries. Therefore, for the development of the tourism industry in our country, it is
necessary to study the potential resources that form its basis, develop measures for interregional
and interregional zoning and the effective use of existing potential. The first task in the
development of entrepreneurship in the field of tourism is to create a theoretical basis for the rapid
development of the tourism industry, the effective use of these resources. The basis for the
development of entrepreneurial activity in tourism enterprises is the activity of local associations
of tourism organizations (enterprises) (tour operators, travel agents) and infrastructure facilities of
the tourism industry: specialized tourism organizations, hotels, tourism-related industries
(transport, etc.). The structure of tourism activities has a number of features related to the
integration of tourism enterprises and suppliers of tourism products and services (manufacturing
and non-manufacturing industries) and the specifics of a particular region that acts as a resource
base. The general structure of business development in tourism enterprises includes the following
Figure 1. Elements of Business Development in Tourism Enterprises
Organizational and
Tourism resources
administrative
structures

Tourism activities

Tourism industry

•
•
•

Tourist product
consumers

Tourism resources
Infrastructure
Tourism industry

Let’s consider the individual components of business development in the above tourist enterprises.
Tourism resources are the basis for the development of entrepreneurship in tourism enterprises.
Natural, historical, socio-cultural objects used for tourism purposes, as well as other objects that
can satisfy the spiritual and other needs of tourists, contribute to the restoration and development
of the physical strength of clients. However, for them, resources are the main purpose of travel.
The features of tourist resources include their attractiveness, climatic conditions, accessibility,
attractiveness, landscape component, uniqueness, and much more. However, the presence of
tourism resources does not guarantee the development of tourism, since tourism resources are
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essentially a “starting point” and other criteria are needed to meet consumer needs, so the next
element of activity is the tourism infrastructure (Fig. 2).
Figure 2. The Composition of the Tourism Infrastructure
INFRASTRUCTURE OF TOURISM ACTIVITIES

Tourism network infrastructure
- accommodation facilities
- catering establishments
- transport services
- Excursion services
- information and communication
services
- provision of financial services
- entertainment and sports
services, etc.

Tourist and excursion network
infrastructure
- travel agencies
- tourist and sightseeing objects
- Recreation centers
- network of tourist routes
- tourist and transport network (sea
and river cruises, specialized
sightseeing trains, road and air
transport)

Infrastructure of the sports
and health network
- Sports and fitness centers
- Sports facilities (pools,
stadiums, treadmills, gyms and
playgrounds)

The tourism infrastructure is a set of interconnected service structures and objects of the tourism
industry, which form the basis and ensure the functioning of tourism as a system. The infrastructure
can be described as follows:
• General infrastructure, i.e., a set of engineering, transport and other structures that ensure
the vital activity of the region;
• Special access roads to tourist sites, footpaths, autonomous sewage and treatment
systems, separate networks and energy facilities, telecommunications.
• Information and business centers, sites, tourist offices, information stands, information
desks, signs with the names of streets located in the regions.
The element that unites the above two elements is the tourism industry. The peculiarity of the
tourism industry, which determines the complexity of its formation, is that it is a complex system
of economic relations in various fields that can satisfy the demand for types and forms of tourism.
Indeed, the tourism industry combines the activities of tourism organizers (tour operators,
travelers, hotels and other accommodation facilities, vehicles, cultural and educational institutions,
health care institutions, etc.) objects and infrastructure and forms a set of targeted services. In
conclusion, we can say that natural-climatic, cultural-historical and other recreational resources
that can satisfy the spiritual, intellectual and physical needs of tourists in the development of
entrepreneurship in tourism enterprises; secondly, objects of the tourism industry - housing,
catering, culture, entertainment and sports, transport, information resources and systems and
technologies; thirdly, objects of tourist infrastructure - objects used for tourist travel and recreation
(engineering, transport, social, innovative and other infrastructure); fourthly, it is expedient to
increase the efficiency of the use of structures regulating activities in the field of tourism at the
state level.
Keywords: tourism, tourism resources, tourism industry, tourism activities, tourism services,
tourism network infrastructure, tourism and excursion network infrastructure
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Abstract
This research focuses on the intersections between cultural and natural heritage by exploring an
arts festival project on Yim Tin Tsai island, Hong Kong. Following a process of desertification
after the villagers migrated to urban areas and overseas, this offshore island was revitalised due to
community involvement in tourism development, resulting in two distinctions awarded by
UNESCO. In 2019, an arts festival was launched by the government on the island as a pilot project
to promote local tourism in this historic Hakka Catholic village. Art, religion, culture, heritage,
and nature-based elements are brought together under the themes of Sky, Earth, and Human. An
exhibition of artworks from local artists showcases the island’s history, while guided tours and
workshops developed by a non-governmental organisation and villagers are offered. This case
study used a triangulation of methods including interviews with stakeholders, questionnaires with
visitors, in loco observations, and secondary data. The aim was to examine to which extent an artbased festival can act as a vehicle to connect and value the intersections between culture and nature
heritage from a tourism experience perspective. The research findings also shed light on how
sustainable tourism development goals could be attained through such a community-based event.
Keywords: cultural heritage, natural heritage, arts festival, offshore island, case study, Yim Tin
Tsai
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Transforming Customers Into Promoters through Social Media: An Analysis
of Customer-Generated Marina Photographs on Instagram
Neslihan Paker
Department of Management and Organization
İzmir Kavram Vocational School, Turkey

Abstract
Digital marketing via social media platforms such as Facebook, Twitter, and Instagram have grown
in relevance in corporate marketing efforts (Cheung, Pires, Rosenberger III, Leung, & Ting, 2021).
Companies benefit from this technology because it is a low-cost and efficient approach to reach a
large audience, get quick responses to identify their improvement needs, and satisfy customers by
allowing them to co-create value (Li, Larimo, & Leonidou, 2021). Without a question, social media
platforms have matured into equally efficient tools for customers to use in spreading knowledge.
In this parallel, consumer-generated content (CGC) has also emerged as a significant strategic
marketing instrument (Ukpabi & Karjaluoto, 2018) that is generated by customers to provide
feedback on the quality, satisfaction, pricing, newness, and most appealing aspect of offered
services and even associated destinations. It is claimed that CGC has been perceived more
convincing than marketer-generated content (Sparks & Browning, 2011; Sultan, Sharmin,
Badulescu, Gavrilut, & Xue, 2021). The analysis of CGC contributes to company marketing,
which is especially crucial for service organizations in order to improve their promotion strategies
and service offers. Furthermore, businesses have been encouraging consumers to post selfgenerated content regarding their service experiences in order to benefit them as promoters.
Marinas are very complex and competitive marine tourism businesses that offer a diverse variety
of services. As fundamental services, they have given mooring and technical assistance to yachters.
Aside from that, several of them have also provided leisure and hospitality services such as shops
and restaurants, lodging, and entertainment (Benevolo & Spinelli, 2021). Such marinas are
classified as resort marinas by IMI (1998), and they are also appraised as tourist destinations. The
push-pull motivation framework has been widely utilized in tourism researches to examine
customer decision-making processes (Baloglu & Uysal, 1996; Hsu, Tsai, & Wu, 2009), and
marinas have also been assessed using this framework (Paker & Vural, 2016). CGC analysis for
tourism marketing is rare (Kim, Kim, Park, 2021). Furthermore, despite the fact that marinas
provide highly competitive services, marketing research, particularly in the area of digital
marketing, is sparse, and the marina studies that were undertaken were mostly focused on the
expectations of yachters, and practically almost no attention was paid to the land-side of customers.
Thus the purpose of this study is to investigate the key motives that customers promote in their
Instagram images of marinas by comprising land-side customers as well. The posts were collected
from the contest, 18th of which was held in 2021 by Çeşme Marina, to select a person who best
depicts his/her happiness via a photograph shot in the marina. Çeşme Marina, one of Turkey’s
most popular marinas in Turkey, encouraged consumers by offering an award, which was a 2-day
holiday for two people at the marina. In the study, the top of 155 marina customers’ Instagram
posts tagged with the hashtag “buradamutluyum” (happyinhere) regarding Çeşme Marina were
analyzed in frame of the push-pull motivation factors through Maxqda software. 716 codes were
produced by completing a comprehensive content analysis procedure, and open coding and axial
coding stages were adopted respectively (Neuman, 2006; Krippendorf, 2013). Three themes
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emerged; the main element of the photos, pull factors, and push factors. According to the results,
customers have placed both physical environment and people almost with the same weights in the
photos, and women figures as alone have appeared more. The pull factors depicted in the
photographs include both land-side and sea-side aspects (See Figure 1). The most common
components in sea-side photos are yachts and the sea, and night and sunset views are also preferred.
The most famous ones on the land-side are wall-art ornaments, garden landscapes, and marina
streets. They are followed by restaurant-coffee shops, a sculpture, marina ladders, stone buildings,
a wish-fulfilling tree, and stores. Nature-based motivations, such as sensing nature and peace, are
the most often observed push factors, followed by people-based motivations, such as spending
time with family and friends (See Figure 2). The photographs also show people having fun, tasting
foods and beverages, relaxing, and improving their health and fitness. The discovered pull and
push motives are generally consistent with prior study findings reported in the literature.
Surprisingly, the garden environment, ornamental elements, and architecture were more evident
than the stores and restaurants associated with land-side marina attractions. The study provides
various strategic and management implications for designing improved marina services. Marina
managers should give more attention land-side of marinas with additional aesthetic components
and landscape arrangements even marina building architecture, rather than merely focusing on the
sea-side. For example, art pieces should be displayed more prominently at strategic points across
the marinas. Women customers appear to be more willing to share their posts, so some intensives
aimed only at female customers can be offered. Furthermore, the findings also indicate that landside customers are more eager to promote marinas. Thus this segment needs to be more conducted
by surveys and should encourage to be more active participant in marketing activities. The study’s
shortcoming is that it used a qualitative approach and only one marina’s secondary data. There are
several sorts of marinas, therefore CGC might vary depending on marina characteristics. These
distinctions and limitations can be taken into account for future studies.
Figure 1. Pull Factors Depicted in the Photographs

105

University of South Florida (USF) M3 Publishing

Figure 2. Push Factors Depicted in the Photographs

Keywords: consumer-generated content, digital marketing, marine tourism, marina, tourism
marketing
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Abstract
Tourism undergraduate students mostly work in accommodation businesses, travel agencies, food
and beverage businesses or airports. It has been assumed that students’ awareness of the yacht
tourism sector is low. Therefore, the aim of this study is to measure the awareness levels of tourism
undergraduate students about yacht tourism and to determine their intention to work in the sector.
Examining the curricula of the tourism undergraduate departments was determined as a subpurpose. The study will be prepared with qualitative research approach. Content analysis technique
and the interview technique will be used for data collection. The sample of the study consists of
the students of MSKU, Faculty of Tourism. The reason for this is that Muğla is one of the leading
destinations in both tourism and the yacht tourism sector, but the number of students working in
the yacht tourism sector in Turkey is rare. As a result of the study, it will be tried to reveal the
work intentions between before and after the knowledge of the students by ensuring that they have
knowledge after their awareness and suggestions will be made in line with the possible results.
Keywords: awareness, Mugla, work intention, tachting tourism
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Abstract
The reasons for the development of wellness tourism, which has become a travel trend in recent
years, are mainly the increase in the health awareness of the middle and upper class compared to
the past, and the need to cope with work stress and escape to nature. Conceptually, well-being is a
multidimensional concept that combines physical and mental health with social and environmental
elements and is based on balance and spirituality (Steiner & Reisinger, 2006). The main purpose
of the study is to examine the wellness tourism activities in Asian countries from a marketing
perspective. In the theoretical study, examples from Asian countries were given by conducting a
review of the relevant literature and important points were touched upon in the global reports
presented for wellness tourism. According to the findings, it has been observed that wellness
tourism marketing activities are an effective element, especially Asian countries that have a say in
wellness tourism attach great importance to marketing activities both in the micro and macro sense.
Keywords: wellness tourism, special interest tourism, Asia
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Abstract
Germans, who taking the first place among the tourists travelling to Turkey, are the most important
target group of airline companies. Their most preferred means of transportation in terms of speed
and comfort in international travels is the airplane. Due to the intense competition that airline
companies are in, it has become compulsory to differentiate their companies through service
quality or/ and price. The online travel market has increased in recent years, online shopping has
become widespread and the influence of airline companies on online channels has increased
considerably. For this reason, the aim of the research is to reveal the effects of digital marketing,
price, and service quality elements of airline companies on airline company preferences of
passengers. For this purpose, data collection study for passengers traveling between Germany and
Turkey has been started in May 2021. The number of people reached so far is 323 but the data
collection continues. When the number of samples with the power to represent the universe is
reached in the research, the data obtained will be analyzed through the SPSS program. In
accordance with the purpose of the research; data will be analyzed using t-test, analysis of variance
and logistic regression analysis.
Keywords: tourism, airline, service quality, price, digital marketing
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Abstract
It is thought that the importance of Somuncu Baba Tomb and Complex, which is an important
religious tourism center in Darende district, located within the provincial borders of Malatya, is
not known enough, advertising and promotional activities are insufficient, and at the same time,
the potential of faith tourism should be evaluated. Based on this information, the aim of the
research is to determine why the Tomb of Somuncu Baba cannot be evaluated within the
framework of faith tourism. In this context, the interview technique, one of the qualitative research
methods, was used in the study and the reasons for visiting the Somuncu Baba Tomb and their
intention to visit again were examined. The population of the research consists of domestic and
foreign tourists visiting Somuncu Baba Tomb. Data were collected from 40 people, 36 locals and
4 foreigners, who visited the Somuncu Baba tomb. In this context, a semi-structured interview
form was prepared. It is thought that the preparation of the research by interviewing the people
who have visited the Tomb of Somuncu Baba will be useful in expressing the current situation of
the place in terms of faith tourism in a comprehensive way.
Keywords: faith tourism, tourism potential, Somuncu Baba
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Abstract
Currently, there has been an increase in film tourism that comes to explore the influence of
audiovisual products on tourists and tourism destinations. The increase in this tourism segment is
probably due to the large increase in streaming and digital platforms. This article aims to analyze
good practices of film tourism and how media products end up being a means of transmitting
information and strengthening tourism destinations, with consequent optimization of revenue
stemming from tourism. The study will be limited to Europe, where good practices will be
measured and how they can capture or influence the potential and real motivations of tourists,
when they are induced to travel after cinematic views. As a starting point, it is possible to identify
a wide variety of types of tourism, but they all point to the fact that they “correspond to a
systematization of the motivations and intentions of travelers”, and eventually come to define
themselves “by the reasons of travel and the characteristics of the destinations or attractions”
and “result from psychological factors, social, cultural or professional, intrinsic to individuals,
associated with an attraction” (Cunha, 2013, p. 193). In the field of film tourism, it is observed
that tourists who are part of this segment are motivated by the realization of feelings of selfrealization, the discovery of a novelty, the search for social interaction and sometimes, it almost
looks like as if it were a pilgrimage (Macionis, 2004). When we think of great films, like “Harry
Potter” and “The Da Vinci Code”, we can find out that many places of worship have their
prominence in these productions. This can be associated with the growing interest that motivated
tourists to visit the site after watching these productions, because it is known that the stimulus to
travel occurs and can be done through the display of productions in the cinema, at home or even
on smartphones (Connell, 2012). The methodological procedures adopted in this article involve a
literature review on film tourism, followed by the identification and analysis of good practices in
film tourism in Europe, that allow benchmarking by other worldwide destinations. The intention
is to analyze several initiatives in film tourism on the European continent. In a way, we want to
know and recognize what good practices European governments apply in order to finance this type
of destination promotion. It is also intended with this study to investigate what kind of symbiosis
can exist between the seventh art and the tourism sector and, more specifically, to understand the
degree of influence between them. It is emphasized that these relationships should be deepened
and optimized, since it has proved to be a great rise in film tourism, since the curiosity and interest
of tourists have grown, especially when there may be a considerable “post-pandemic” effect of
COVID-19, associated with increased revenues from streaming platforms. In general, most
European countries are very committed to the allocation of funds and financing of film projects,
with some counterparts, which are defined as main policies for the development and growth of
film tourism. The results of the study points to the funds as the main initiatives, and these could
be strengthened: (i) by increasing destination marketing strategies, (ii) by the creation of
companies to capture international film productions and (iii) by the greater structuring of filming
locations at the reception of tourists. These strategies/initiatives would further enhance the power
of cinema in the visibility and notoriety of destinations, and therefore the development of these
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territories, even more so at a time as delicate as this, in which countries are trying to restart the
post-pandemic economy.
Keywords: film tourism, cinema, streaming, tourism destinations
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Abstract
With the tourist experience at the heart of Tourism and considering that it is shaped and influenced
by the interaction between supply and demand, the nature of this interaction is a fundamental
concept, namely for its design, communication, and facilitation, which forms the sphere of
configurations of experiences based on objectives, goals, and market types (Uysal, Berbekova, &
Kim, (2020). In this context, the vision of an intelligent tourism ecosystem emerges, which adopts
two perspectives (Vargo & Akaka, 2012): i) reductionist, which identifies the vectors of value cocreation; ii) holistic, which considers the emergence of innovation at a broader level and considers
the importance of social norms in shaping exchanges and generating new value. The smart tourism
ecosystem integrates i) systems, which include actors, who exchange skills, experiences, and
knowledge; ii) institutions, which promote the integration of resources, based on a common set of
social arrangements; iii) technology, which generates and renews social arrangements (Gretzel,
Werthner, Koo, & Lamsfus, 2015), four of which are its key dimensions, human, technological,
social, and interactive. It is a reality with multiple impacts, susceptible to change various elements
of the market, such as the exchange object, actors, structure, institutions, and practices (Sigala,
2015), so that, also in business models, it is possible to admit significant changes, at the levels of
customer segments, value propositions, channels, customer relationship, revenue streams,
resources, activities, partnerships, and cost structure (Morabito, 2015). Given the above, a
conceptual approach is proposed, which highlights the importance of a positively differentiating
tourism experience from the perspective of an intelligent tourism ecosystem, considering its multiparticipant structure, where consumers, visitors, and residents are; suppliers and intermediaries;
support services; communication platforms and social networks; regulatory bodies and the public
sector; carriers; technology companies; consulting services; tourist and residential infrastructure;
as well as other companies from different sectors (Guo, Liu, & Chai, 2014). This will be the first
stage of a broader work, where we hope to obtain far-reaching results, highlighting the importance
of interaction between interested parties, mediated by technology, capable of providing a
positively differentiating tourist experience. The suggested approach has relevant implications at
the management level, given the need to obtain differentiating factors, with the incorporation of
added value for the parties involved, capable of achieving and renewing balances between supply
and demand, using technology, which is now unavoidable.
Keywords: tourism experience, smart tourism ecosystem, value co-creation
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Abstract
Destination marketing is a complex and collective effort that requires the contribution of different
stakeholders. Destination Marketing Organizations (DMOs) play an important role in the
promotion of the destination. DMOs consist of particular stakeholders, use different marketing
channels and act according to the marketing strategy of the country. They are responsible for the
competitiveness of the destination and try to attract visitors by following effective marketing
strategies. Today, DMOs’ promotional activites are aided by social media and other technological
innovations. This research aims to explain the role of Non-Governmental Organizations (NGOs)
in destination marketing in terms of their use of social media, other promotional activities and
collobarative marketing efforts. For this purpose, Antalya which is known as the capital of tourism
in Turkey is chosen. NGOs that have Antalya, Tourism or Promotion in their names are covered
in this research. Another research question is to determine the change in their marketing facilities
during the COVID-19 pandemic. The research discusses the efficieny and types of their activities
and proposes a systems approach to be developed. The implementation and necessity of
collaborative destination marketing is discussed. The impact of COVID-19 on destination
marketing from the perspective of NGOs is evaluated.
Keywords: non-governmental organization, destination marketing, COVID-19 pandemic,
Antalya
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Abstract
Today, it has an increasing effect on the events in mass tourism. Nature lovers increasingly vary
with their preferences for goals in nature and alternative options to the center. Glamping is known
as luxury camping, which is etymologically derived from the words glamorous (flashy) and
camping. Together with the camping and luxury, it includes an accommodation that will allow you
to be intertwined with nature from comfort, to have the sunbathing of the accommodation at home.
As a new understanding in Turkey, which is on the ground, aims to evaluate the events related to
social events where the glamping businesses located in the town can participate in the glamping
activity through social media. Such as user transportation in Instagram, which is one of the social
media tools widely used to obtain data in research. The obtained data set was evaluated by content
analysis. There were positive and positive evaluations regarding the plans for research purposes.
It has been determined that the codes of perfect place, giving happiness, exciting and address of
peace have knowledge. This is positively evaluated by natural, dreamy, excessively expensive,
unnecessary trips, vulgar behavior. In addition, we determined the most obtained from Marmara
Region for users’ glamping tourism.
Keywords: glamping tourism, new trend alternative tourism, post-pandemic tourism, usergenerated content, Instagram
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Abstract
Social media can be used to gather both primary and secondary data during the formative research
process to ensure that programs, products, and services are consumer oriented (Neiger et al., 2012). On
the other hand, consumers have come to consider the informative effect of social media posts due to
public closures during COVID-19 pandemics. Moreover, they became more sensitive and agitated to
their health throughout the same period. The closures experienced during the pandemic process have
led individuals to seek alternative methods that will improve their mental and physical health. This
desire which is always present at a certain level causes more and more individuals to change into this
seeking with the effect of digital transformation. Because it was possible to travel to some countries
due to health-related issues during closure period, health tourism became more popular. Numbers from
Turkey also support this view. In 2002, the share of health expenditures in tourism revenues of Turkey
was 1%; however, this rate increased to 4.5% in 2020. According to TURKSTAT data, 388,150
patients expending USD preferred Turkey to receive health services, when as 662,087 patients
expending 1.065.105.000 USD received health services in 2019, These numbers was 110,716 people
and 196.734.000 USD only for the first quarter of 2021 (USHAŞ, 2022). The fact that health tourism
is discretionary and costly, it has created a resistance by consumers about this tourism (Smith &
Puczko, 2014, p. 89). At this point, companies and private clinics providing health tourism services
have discovered that individuals’ awareness of this type of tourism can be increased by taking
advantage of the viral effect of social media. It is thought that the increase in the intensity of use of
social media, the pandemic and the approaches of health tourism providers cause an increase in the
tendency of individuals to health tourism. At the same time, it can be deduced that the social mediabased interaction of individuals who have experienced health tourism with others who have not
experienced also reduces resistance to health tourism (Jagyasi, 2019). According to Thornhill et al.
(2017), an increase in the density of advertisements encountered on different platforms in social media,
it can be expected that the number of consumers who experience any product or service will increase.
Concordantly, it has been thought that it would be possible to have an idea about the service promise
directed by the companies and private clinic doctors to consumers in social media posts for health
tourism. Moreover, it should be accepted that e-WOM works effectively for health tourism, as the
experiences of individuals who are not physically socialized and their socialization needs are satisfied
in the virtual environment. Sharing of their experiences on social platforms is the main factor in the
emergence of this interaction. This claim can also be verified by Abubakar & Ilkan (2016), because of
their finding that e-WOM positively influences medical destination trust and intention to travel. Indeed,
individuals share all of their experiences via e-WOM using social media. Additionally, social media
have reshaped health information management in a variety of ways, ranging from providing costeffective ways to improve clinician-patient communication and exchange health-related information
and experience, to enabling the discovery of new medical knowledge and information (Zhou et al.,
2018). Besides, Westerman et al. (2014) predicted a positive relationship between credibility and
cognitive elaboration which makes social media a reliable knowledge source. This is why posts of
social media users related to health tourism examined in this study. By going back from the current
date, over 2000 tweets posted by different users were examined, and 1000 of them containing textual
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expressions were included in the analysis. Tweets were crawled via WebHarvy software. Stop words
were excluded and the corpus was obtained from tweets. And finally, corpus was analyzed via Weka
v.3.8 open source software. By using content analysis, frequently repeated words in the corpus were
extracted after excluding stop words. Most mentioned nouns, adjectives and countries were determined
in the analysis process. Top 5 of mentioned nouns among tweets were determined as wellness
(24.70%), reshaping (20.45%), -therapy (16.30%), suffering (15.90%) and dentistry (13.80%);
adjectives among tweets were determined as cosmetic (25.10%), dental (16.30%), bariatric (9.45%),
orthopedic (8.30%), rejuvenated (6.15%), respectively. Another finding calculated in the study is that
most repeated 5 country names in the corpus are India (11.70%), Costa Rica (8.10%), Taiwan (3.65%),
Mexico (%2.45) and Indonesia (1.70%). Based on the results of the analysis, it is understood that health
tourism providers use the words in the focus of regeneration, recovery, wellness and treatment. Due to
the economic uncertainties that started in 2017, it is noteworthy that material elements are not
mentioned in advertisements or promotional texts not only in our country but also in foreign countries.
It is understood from tweets that individuals are trying to create the perception that they will be in a
better situation than their current state. Words of massage, hydrotherapy, mesotherapy, phytotherapy,
aromatherapy were often used in the posts. Another interesting detail is that the words related to the
physical features of the facility are less frequently in the posts. From this point of view, it is thought
that consumers’ expectations were not about facilities’ physical capacity as well as health service
providers desire. It is thought that the study is a guide for companies operating in the field of health
tourism. It will be possible to make more specific inferences by adapting the study in specialized health
tourism types such as spa, sanatorium, hair transplant, bariatric surgery, aesthetic surgery, eye surgery,
dental treatment. In the study, it was aimed to determine the most frequently words used by health
tourism providers in advertisement due to the fact that these words are used by individuals sharing
their experiences with each other. With such a result, it will be understood which theme individuals
encounter in advertisements. At the same time, the opportunity to control themselves from the past to
the present will be given to companies. In this way, both consumers and health tourism providers can
develop their own strategies at the point of changing the content of advertisements and the number of
customers. Additionally, consumers can increase their awareness of what companies offer, and
company owners can review their right and wrong approaches in their promotion activities.
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Abstract
Biodiversity loss and climate change are the biggest environmental threats we face today (Morelli
et al.,2020). In addition to these global challenges, population growth, air, soil, and water pollution,
and decline in green space are some of the common problems that people experience around the
globe these days. Anticipated changes in climate conditions can exacerbate the pace of losing flora
& fauna, different types of birds, and sea turtles in fragile natural areas like the ones in the
Mediterranean. Major impacts of climate change that are more tangible among people include a
significant increase in summer temperature resulting heat waves and drinking water shortage
(Cramer et al., 2018). In order to mitigate activities that may negatively influence their biodiversity
and environmental well-being, nations are taking various forms of sustainable development
initiatives and environmental planning mechanisms. However, this is not an easy alternative for
many countries specifically the ones with limited financial resources. The scenario is even worse
for developing island states characterized by unsustainable human mobility such as Northern
Cyprus. Thus, taking this small tourism destination as an example, this study will try to find an
answer to the following question: which strategies do the destinations that are heavily dependent
on the economic benefits of mass tourism choose to come up with the ever-growing environmental
degradation? Using a qualitative research method (Rezapouraghdam et al., 2018), data will be
collected from different stakeholders involved in tourism and sustainable tourism experts from
academia. Findings can provide practical implications for destination policymakers and
practitioners.
Keywords: climate change, biodiversity, mitigation/adaptation strategies, Northern Cyprus,
tourism
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Abstract
Although women make up 54% of those employed in the tourism industry globally, female employees
are generally in mid-level management positions, and very few of them reach senior management
levels (UNWTO, 2019; WIHTL, 2020). Studies have revealed that female employees face
discrimination in terms of promotion (Aydın et al. 2007; Pelit et al., 2016) and wages (Thrane, 2008;
Kaya & Topbaş, 2019), and they experience intense role and work-family conflicts (Li & Leung, 2001;
Salvador & Breda, 2014). For this reason, female employees do not prefer managerial positions
willingly or delay promotion to balance their multiple roles in private and business life. In this study,
it is aimed to reveal the similarities and differences by examining the promotion perceptions of male
and female employees in hotel businesses. It is important to identify the factors that deter women from
their desire for career advancement, especially to increase the representation of female employees at
senior management levels. The phenomenological approach, one of the qualitative research methods,
was adopted. The working group consists of employees working in 5-star hotels operating in Alanya.
In the research, face-to-face and telephone interviews were conducted with employees at various
levels, and a semi-structured interview form was used as a data collection tool. The results of the
research indicated that perception of promotion differs according to career stages, but the salary
increase, gaining prestige and improvement in working conditions are the most frequently expressed
motivations for both women and men. Female employees mostly considered work-family conflict
concerns and lack of knowledge/experience as barriers to promotion. For male employees, the low
level of institutionalization, increased workload, and insufficient salary; are the prominent factors in
the negative evaluation of a higher position offer. The findings of the research also show that men are
primarily preferred in senior management positions in the Alanya region.

Keywords: hotel employees, career, promotion, glass ceiling
References
Aydın, Ş., Özkul, E. Tandoğan, G. & Şahin, N. (2007). Otel işletmelerinde kadınların üst ve tepe yönetime yükseltilmesinde cam
tavan etkisi üzerine bir araştırma. 15. Ulusal Yönetim ve Organizasyon Kongresi Bildiriler Kitabı. 25-27 Mayıs 2007,
Sakarya, ss. 312-319.
Diversity in Hospitality, Travel & Leisure (WIHTL) (2020). From intention to action: Diversity in hospitality, travel and leisure
(annual report). Retrieved from https://www.pwc.co.uk/hospitality-leisure/women-in-hospitality-andleisure/assets/women-in-hospitality-and-leisure-2020.pdf
Kaya, İ., & Topbaş, F. (2019). Turizm sektöründe cinsiyete dayalı ücret ayrımcılığı. İzmir Democracy University Social Sciences
Journal, 2(1), 74-87.
Li, L. & Leung, W. R. (2001). Female managers in Asian hotels: Profile and career challenges. International Journal of
Contemporary Hospitality Management, 13(4), 189-196.
Pelit, E., Güçer, E. & Demirdağ, Ş. A. (2016). Kadın işgörenlerin karşılaştığı sorunların iş bırakma eğilimlerine etkisi: Otel
işletmelerinde bir araştırma. Mehmet Akif Ersoy Üniversitesi Sosyal Bilimler Enstitüsü Dergisi, 8(15), 43-65.
Salvador, S.S. & Breda Z. (2014). Gender and tourism: Women’s leadership in the hotel sector. Revista Turismove
Desenvolvimento, 5(21), 45-46.
Thrane, C. (2008). Earnings differentiation in the tourism industry: Gender, human capital and socio-demographic effects.
Tourism Management, 29(3), 514–524.
United Nations World Tourism Organization (UNWTO) (2019). Global Report on Women in Tourism (Second Edition).
Retrieved from https://www.e-unwto.org/doi/epdf/10.18111/9789284420384

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

120

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

Cost-Benefit Analysis of the All Inclusive (AI) System: Lodging Industry
Perspective
Emine Keskin1, Ebru Avci2, and Gurel Cetin2
1

Department of Hotel and Restaurant Services
Nisantasi University, Turkey
2

Department of Tourism Management
İstanbul University, Turkey

Abstract
When the all-inclusive (AI) system is evaluated from the perspective of accommodation
businesses, it usually includes sale of the room, all meals, food and beverage, activities offered
within the facility and various additional services (babysitting, mini club, etc.) for a single price.
The pre-arranged price of the package and the determination of which services the tourist can
benefit, removes the problem of price uncertainty for tourists. The removal of price-related stress
allows tourists to move more comfortably, as well as making it easier to control their budget during
the holiday. This situation can also affect the levels of satisfaction with the destination and tourism
services. Examining the AI system, which is quite advantageous for tourists, from the perspective
of accommodation businesses; will be able to provide some clarity to different aspects of AI,
including the discussion on the costs and benefits of AI. Revealing the benefits and costs of the AI
system from the lodging industry perspective will help assess the effectiveness of accommodation
facilities who utilize AI and contribute to the existing literature that have so far focused on the
demand perspective. In this context, the purpose of the paper is to explore the advantages and
disadvantages of the AI system from the perspective of supply. For the purpose of this research,
the professionals in the management levels of the accommodation businesses operating in Turkey
are targeted. Criterion sampling and snowball sampling strategies were used to reach these
professionals. In-depth semi-structured interviews were conducted with 20 lodging professionals.
Each interview was recorded and transcribed verbatim. Various coding and themes were identified
by applying thematic content analysis on the transcribed data. Research findings based on the data
obtained from tourism professionals are discussed in two main categories as the “advantages” and
“disadvantages” of the AI system for accommodation businesses. The themes related to marketing,
operations and costs of operations emerged as the main themes under advantages, while the themes
related to human resources problems, food waste increase, wear and tear of the physical structure
of the facility and standardization of the product were grouped under disadvantages. Theoretical
and practical implications were suggested.
Keywords: all-inclusive system, lodging, tourism industry, cost-benefit analysis
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Abstract
Border closures, travel restrictions and social distancing measures were taken to prevent the spread
of the COVID 19 global epidemic. One of the important tourism segments, MICE (Meetings,
Incentives, Congresses and Events) tourism, by its nature, includes collective participation where
people come together. MICE tourism, which accounts for 30% of global tourism revenue, has been
severely affected by the COVID 19 outbreak. With the spread of the epidemic, majority of
congresses and events have been canceled or postponed. Digital congresses and fairs replaced
physical meetings. Despite various studies on the effects of COVID 19 on the tourism industry its
impacts on MICE tourism, have been ignored. This study aims to determine the effects of COVID
19 on MICE tourism from the perspective of supply. 29 MICE tourism experts have been recruited.
Semi-structured interviews were held with representatives of hotels, travel agencies and congress
centers serving MICE tourism. The findings revealed that there was significant decrease in the
number of events. Stakeholders also stressed a decreased trust in MICE destinations, changes in
MICE destination characteristics, and the loss of qualified personnel in the sector. The study also
offers practical and theoretical implications and recommendations for future work.
Keywords: MICE, COVID-19, crisis management
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Abstract
Throughout the historical development of the aviation industry, there is a mainly use of
information technologies to access, use and manage of knowledge. This situation leads to high
power consumption and excessive use of scarce resources, but also brings hazardous
environmental effects such as greenhouse gas emissions and electronic waste (Woldu et al., 2019).
In order to cope with these problems, the use and management strategies of green information
technology have started to take shape. While it is planned to reduce the negative environmental
effects of information technologies with green information technology practices, it is also aimed
to use information technologies for eco-sustainability (Gholami vd., 2013). Green information
technology practices should be adopted by all department of the aviation industry, both in the
operational and management fields. In this study, it is aimed to examine green information
practices in the aviation industry. Therefore, in-depth interviews were conducted with station
manager, pilot, cabin crew, air traffic controller, ground operation, flight dispatcher, air cargo
operations and coordination officer, passenger services officer, ramp attendant, lost property and
sales officer working in the aviation industry. Content analysis was carried out with the data
obtained as a result of the interviews. As a result of the study, findings regarding the green
information knowledge, awareness, practices of employees in various fields of the aviation
industry and the practices in the institutions they work were obtained.
Keywords: green information technology, aviation industry, green aviation
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Abstract
Uncertainty in recent years highly related to economic and political issues affect all units in the economy
from smallest to the largest one. Uncertainty has a direct impact on both household and business expenditure
and pushes them to take precautions in their budget. Under the high uncertainty, economic units tend to
decrease or postpone their spending. The hospitality industry is one of the most sensitive to economic
uncertainty among others since households and businesses continue to meet their basic needs while they
tend to cut down their discretionary expense such as vacation spending (Madanoglu and Ozdemir, 2019).
In addition, uncertainty adversely affects corporate investments (Wang et al., 2014; Kang et al., 2014), the
hospitality industry is no exception (Akron et al., 2020). Given the adverse impact of uncertainty on the
hospitality business, we expect an inverse relationship between uncertainty and the stock return of
hospitality businesses. To test our hypothesis, we investigate the impact of uncertainty on stock returns of
European hospitality businesses. We use 6-digit Global Industry Classification Standard to identify Hotel,
Restaurant & Leisure business (253010). For uncertainty, we employ the Economic Policy Uncertainty
index (hereafter EPU) based on newspaper articles developed by Baker et al. (2016). EPU is constructed
based on the number of newspaper articles including the terms related to uncertainty, economy, and policy.
EPU is available for long period of time and a wide range of countries including the USA, Canada,
Germany, France, Japan and South Korea. Our sample includes publicly-traded businesses in four tourismbased European economies that have EPU scores; namely, Greece, France, Italy and Spain. We use monthly
data of four countries from January 1997 until December 2019. Sample includes 69 businesses; 7 from
Spain, 14 from Greece, 36 from France and 12 from Italy. Controlling liquidity, size and lag return, we
reveal that domestic EPU adversely affects the stock return of hospitality businesses. This finding is
prevalent in both individual country and panel analysis. When we add global EPU, we find heterogonous
results among countries. For hospitality businesses in Spain and Greece both global and domestic EPUs
affect stock return. On the other hand, global EPU has adverse impact on stock return of hospitality
businesses in France and Italy whereas domestic EPUs do not have explanatory power on stock returns.
Overall, global EPU has dominant factor compared to domestic EPUs to explain stock returns.

Keywords: economic policy uncertainty, stock return, hospitality industry
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Abstract
There are great changes in the world that is experiencing the COVID’19 process. Although the
health sector is primarily affected; many sectors such as economy, trade, education and tourism
have also taken their share from this process. This study, which is carried out to determine the
perceptions of summer residents regarding their touristic destination during the COVID’19
process, is carried out in Susanoğlu, a touristic town of Silifke district of Mersin. With this study,
it has been revealed what kind of perceptions, the summer residents who stay in Susanoğlu from
time to time, have about the destination they are in during the COVID’19 period. In this direction,
content analysis, which is one of the qualitative research methods, is used as a method in the study.
With the easily accessible case sampling, face-to-face interviews are held with summer residents
in Susanoğlu / Mersin between August and September 2021. QSR Nvivo 12, a computer-based
qualitative analysis program, is used to code the data. During the holiday they will spend in
Susanoğlu, the visitors are asked questions about the effects of the COVID’19 process on their
holidays and the measures taken by the destination in this process. According to the results
obtained, it has been determined that in general, summer residents stay more than their main
residence addresses during the COVID-19 process compared to the normal process and feel safer
because they are calmer than the central settlements. According to the answers given by the
summer residents, it was concluded that they were insufficient in complying with the rules
regarding the use of masks, hygiene and social distance in general. It has been concluded that
social distance rules are not paid enough attention in banks, markets, cafes, restaurants and
marketplaces, and partial attention is paid to the beach. In general, when the uneasiness of the
summer residents is examined, it has been determined that they do not feel uneasy when entering
the sea and on the beach; they feel uneasy while walking outside, in the market, in the market, in
the restaurant, in official offices and on the coast. It is thought that this study, made specifically
for Susanoğlu, will set an example for many other touristic destinations. In line with the results,
suggestions are given to businesses, employees, decision makers in the public and private sectors
and researchers in touristic destinations.
Keywords: COVID-19, Susanoğlu, summer residents
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Abstract
To understand how leadership styles have methodologically been treated in the hospitality and
tourism (H&T) literature, this research aims to clarify research methods and techniques adopted
by leadership researchers in the recent H&T literature. The author systematically reviewed 174
articles on leadership published from 1989 to 2022 in 11 H&T journals. Through content analysis,
the author coded the articles utilizing a standardized coding scheme. Results show that most
leadership studies use quantitative method (n=134), followed by qualitative (n=31) and mixed
method (n=9). Though leadership scholars suggest testing leadership as a group-level construct
(e.g., Avolio et al., 2004), the paper reveals that quantitative studies have mostly adopted structural
equation modelling (SEM) (n=71), while only 29 studies used multilevel analysis. Regarding
multilevel analysis, nine articles were published in IJHM, eight articles were published in IJCHM,
and five articles were published in JHTM. China is the leading country where scholars adopted
multilevel analysis of leadership (n=14). Among the multilevel studies, seven articles examined
servant leadership, five articles analyzed authentic leadership, and four articles examined
transformational leadership. This paper presents methodological perspective related to leadership
styles and calls for further scholarly attempt on multilevel analysis of leadership in H&T.
Keywords: leadership research, tourism and hospitality, structural equation modelling,
multilevel analysis
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Abstract
Motorsport events are very popular type of sporting events and usually bring significant economic
and social impacts (Ahmed, 2017; Kim, Jun, Walker, & Drane, 2015). However, many question
their environmental sustainability (Jones, Newsome, & Macbeth, 2016). In the last two years,
many motorsport events have been postponed or canceled. With the pandemic calming down in
2021, some events began to take place, but in most cases without or with a limited number of
spectators. With limited attendance and consumption, sporting events’ direct economic effects
would be modest and negative environmental impacts reduced, but other impacts may remain.
Local residents, as key stakeholders living near the venue area, are directly affected and in the best
position to evaluate the broad range of these impacts while their support can be crucial for future
event editions (Reis & Sperandei, 2014). Still, it seems that academics were not particularly
interested in investigating impacts of events held during pandemic. In order to contribute to a new
understanding of the major sporting events held during the pandemic and their socio-economic
impact on local communities, we stipulate few hypotheses. First, since limiting or eliminating fans
will have rather significant economic impacts, such as reduced consumption and new employment
(PwC, 2020), we hypothesize that local residents will recognize indirect economic impacts (e.g.
increased promotion, visibility of host city) and other social impacts as more intensive than direct
economic impacts. Second, as motorsports are not always considered environmentally friendly
(Jones et al., 2016), we presume that local residents who are more environmentally conscious will
perceive the environmental impacts of the event as more negative than less environmentally
conscious residents. Third, while most studies have analyzed non-host city residents’ perception
of event impact to their (i.e., non-hosting) communities (see Polcsik & Perényi, 2021; Ritchie,
Chien, & Shipway, 2021), the studies that have examined non-host city residents’ perception of
event impact on host city communities remain scarce. Based on Perić (2018), we hypothesize that
non-host city residents will perceive that event will produce larger impacts (both positive and
negative) for a host city than host city residents will. Furthermore, according to Social Exchange
Theory (SET), if local stakeholders see more benefits than costs from an event, they are more
likely to support the event (Ahmed, 2017; Kim et al., 2015). Since we have assumed that the
residents of the non-host city perceive the impact of the event to be more beneficial than the
residents of the host city, it follows that the residents of the non-host city will be more supportive
of the event and sports tourism as a development method than their counterparts in the host city.
In an attempt to provide evidence to the proposed hypothesis, we conducted an empirical
examination of local residents based on the case of 2021 World Rally Championship (WRC) race
that was for the first time hosted in Croatia and its capital Zagreb in April 2021. Due to the COVID19 measures at that time, spectators were officially not allowed to attend the event. A first part of
the developed self-administered questionnaire included a set of items referring to the impact of the
event (Ahmed, 2017; Kim et al., 2015; Perić, 2018). The second part assessed respondent’s level
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of environmental consciousness by using the environmental consciousness scale (Wicker, 2019).
The third part aimed to measure local residents’ support (Lee & Krohn, 2013; Reis & Sperandei,
2014). All the items were operationalized with seven-point direct rating scales (1-Strongly
disagree, 7-Strongly agree). Socio-demographic data were collected in the last part of the
questionnaire. Data were collected online from 22 April 2021 to 29 April 2021 using the snowball
sampling technique. Data collection was stopped a few days after the end of the event to keep
respondents’ memories of the event fresh. At the beginning of the questionnaire, the introductory
question was whether the respondents were aware of the fact that the WRC Croatia was being held
in Zagreb at the time. A total of 558 valid responses were collected, but only 469 responses from
respondents aware of the event were proceeded to the analysis stage. The exploratory factor
analysis (EFA) was first conducted to reduce the number of event impacts to a smaller number of
factors. To test the hypothesis, the sample was divided into four segments regarding their place of
residence and their environmental consciousness index (ECI). The ECI represents the mean value
for the overall scale, and respondents were divided between those whose ECI was above or below
the average of the whole sample. Therefore, the four groups were (1) below the average
environmentally conscious non-host city residents, (2) above the average environmentally
conscious non-host city residents, (3) below the average environmentally conscious host city
residents, and (4) above the average environmentally conscious host city residents. Then, the
analyses of variances (ANOVA) were run to analyze whether the identified segments differ from
each other in terms of their perceived event impacts and support towards the event. The EFA
resulted with clear factor structure with seven factors with eigenvalues greater than one, namely
direct economic impacts, security risks and social conflicts, traffic and parking problems,
community spirit, indirect economic impacts, environmental impacts, and knowledge and
entertainment opportunities. The findings further suggest that respondents perceive that the event
generates considerable social (community spirit and knowledge and entertainment opportunities)
and indirect economic impacts (Table 1). Therefore, when held without spectators, other benefits
prevail direct economic impacts. Residents do not perceive the event brings increased security
risks and social conflicts. The event does not interfere with the daily life of residents to a major
extent, except when it comes to traffic and parking problems. Environmental impacts were not
recognized as extremely problematic at the aggregate level. In addition, environmentally conscious
respondents perceive most impacts as more intense than less environmentally conscious
respondents do. This is especially true for environmental impacts where the difference between
the groups is the largest. Further, non-host city residents find most impacts larger than host city
residents do. In particular, environmentally conscious non-host city residents are more inclined to
overestimate the event impacts and they give the highest support to the event and sport tourism.
This empirical study confirmed our presumptions thus shedding new light on major sporting events
and their socio-economic impacts during pandemic. Practitioners and policy makers can use these
findings when evaluating the cost and benefits of the possible organization of major motorsport
events in a destination. Although negative environmental impacts are not a major concern for such
events, their environmental sustainability (primary the high levels of noise and increased air
pollution) will remain an issue, especially for environmentally conscious people. This study
implies that motorsport event organizers should perform additional efforts to make their events
“greener” and to promote these initiatives in public.
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Table 1. ANOVA and Post Hoc Analysis
Factors / items (overall mean)
N
Direct economic impacts (4.73)
Security risks and social conflicts (3.19)
Traffic and parking problems (5.00)

(1)
113
4.82
3.09
4.67

(2)
159
5.11
3.37
5.23

Groups
(3)
92
4.47
2.86
4.59

(4)
105
4.30
3.33
5.39

F
9.395
2.493
10.055

.000
.059
.000

Community spirit (5.27)
Indirect economic impacts (5.98)
Environmental impacts (4.66)

5.30
5.94
4.24

5.51
6.20
5.10

4.96
5.64
3.93

5.16
6.01
5.05

3.117
4.580
18.155

.026
.004
.000

Knowledge and entertainment opportunity (5.70)
I support the hosting of the WRC Croatia Rally (6.16)
I support the hosting of major SEs (6.26)
I support the development of ST (6.39)
I support ST as a method of development (6.39)

5.61
6.13
6.19
6.20
6.18

6.04
6.41
6.44
6.63
6.63

5.39
6.01
6.01
6.11
6.14

5.53
5.95
6.30
6.47
6.49

7.047
3.377
2.822
5.782
6.133

.000
.018
.038
.001
.000

Post Hoca

Sig.

1>4, 2>3, 2>4
2>3*
1<2, 1<4,
2>3, 3<4
2>3
2>3
1<2, 1<4,
2>3, 3<4
1<2, 2>3, 2>4
2>4
2>3*
1<2, 2>3
1<2, 2>3

Note. The mean difference is significant at the 0.05 level; * significant at the 0.1 level
a
Post hoc analysis using Hochberg GT2 or Games-Howell.
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Abstract
Social media marketing makes use of online networks to connect businesses and their customers
and share information. Social media has transformed market power dynamics; literature suggests
a considerable change of power is now transpiring, as well as the creation of a new generation of
strong and smart customers who are hard to persuade, persuade, and keep. (Ananda, HernándezGarcía, & Lamberti, 2016; Constantinides, 2014). Currently, social media marketing is a standard
strategy employed by the vast majority of companies. However, it must be determined how the
social media marketing strategy influences marketing outcomes. (Chanthinok,
Ussahawanitichakit, & Jhundra-indra, 2015). Social media marketing encompasses a wide range
of applications, including video blogs like YouTube and Tiktok, photo blogs like Instagram, social
community networks like Facebook, microblogging services like Twitter, personal blogs, and so
on. Social media began as a marketing communication tool and is now considered a component of
marketing strategy. There are two different approaches to social media marketing that are possible:
active and passive. The passive strategy centers on the utilization of social media as a source of
market intelligence as well as input from consumers. The active strategy, on the other hand, uses
social media as a PR or direct marketing tool to persuade clients. (Chanthinok et al., 2015;
Constantinides, 2014). Dive centers and diving training institutions make substantial use of social
media to capitalize on the visual appeal of diving and underwater sceneries, as a result, Instagram
emerges as one of the best social media tools for diving centers to promote their activities. Kevin
Systrom and Mike Krieger founded Instagram on October 6, 2010. (Wherry & Schor, 2015). It is
a particular kind of social networking application that has been developed especially for use on
mobile devices and with visual material. , and available for free in the application stores (Instagram
2020). By January 2022, Instagram is the fourth most popular social media platform, with 1.4
billion users, trailing Facebook (2.9 billion), YouTube (2.3 billion), and Whatsapp (1.6 billion)
(wordstream, 2022). Dive centers are marine tourism businesses that provide services such as
diving tours, dive training courses, and guided dives, as well as providing equipment such as air
tanks, dive suits, and diving boats, as well as any other necessary tools for a safe, enjoyable
underwater experience. Diving is a large and growing component of the global and local tourism
scene, with divers increasingly traveling widely to explore varied habitats all over the world.
(O’Neill, Williams, MacCarthy, & Groves, 2000). However, little research on the social media
components of dive tourist marketing has been conducted to date. The aim of this study is to gain
a broad understanding of dive tourism social media usage and to identify common patterns and
distinctions in relation to their unique qualities. The study's sample was acquired from Dive
Magazine®, a popular printed quarterly that is also available online(DiveMagazine, 2021) has
invited its readers to vote for the top diving resorts throughout the world. Following the initial poll,
25 resorts were selected for online voting for the top ten best. Eight of the resorts are selected for
analysis due to their Instagram activity and content originality. Each Instagram account is
examined and ten recent photo posts are chosen for coding, omitting those that are not relevant to
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dive tourism, such as holiday greetings. The codes generated are collected under five main themes,
which are location in reference with water (74 codes), pose (50 codes), sea creatures (36 codes),
other codes (30 codes) and hand gestures (17 codes). Coding and analysis are conducted using the
qualitative analysis software Maxda 2022. Table 1 shows the codes and subcodes that were
obtained.
Table 1. Code Frequencies
Code
Location in reference with
water
Under water
On a boat
On Land
On water surface
Pose
Fully equipped diving gear
Group photo /couple /familY
Partially equipped diving gear
Certificate/graduation

f

% of
documents
74 codes

% of
codes

53,33
16,67
6,67
5,56
50 codes
25,56
20,00
8,89
1,11

23,18
7,25
2,90
2,42

48
15
6
5
23
18
8
1

f
Other codes

11,1
8,70
3,86
0,48

Reef/Coral/Seabed
Scenery /nature
Flyer / advertisement
Dive boat
Diving gear (not equipped)
Map /chart
Hand gestures
Diver sign OK
V-Victory
Waving

11
7
5
5
1
1
5
4
4

% of
documents
30 codes

% of
codes

12,22
7,78
5,56
5,56
1,11
1,11
17 codes
5,56
4,44
4,44

5,31
3,38
2,42
2,42
0,48
0,48
2,42
1,93
1,93

Sea creatures posted by diving centers have created 11 codes, with caretta caretta having the
highest frequency of eight codes, followed by sharks and rays (mata ray, stingray etc.) with each
seven codes. The analyses of code occurrences shows that the most often occurring code pairs per
photo are Under water- Fully equipped diving gear (16 occurrences), Reef/ coral/seabed – Under
water (11 occurrences), Group photo - On a Boat (10 occurrences), and partially equipped diving
gear- Group photo (10 occurrences) – sea creatures excluded. Code map developed by distances
comply with the pair analyses (Figure 1.), four sets of codes separate from the rest (sea creatures
excluded). Figure 2. Shows pose, one of the five, code-subcode analysis findings. Eight dive
centers have been analyzed in comparison with each other in 28 pair two-case analysis and most
significant difference in terms of Instagram postings were found to be between Camel Dive Club
and Upei Island Resort shown in Figure 3.
Figure 1. Code Distances Map
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Figure 2. Pose Codes and Subcodes

Figure 3. Two Case Model: Camel-Upei

Keywords: marine tourism, social media marketing, content analysis, picture coding
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Abstract
Although technology has developed in many areas from the past to the present, the word-of-mouth
marketing approach has always maintained its importance. Mostly, consumers prefer the product
or service by being influenced by the people they trust in word-of-mouth marketing rather than
advertisements and promotions. Therefore, this approach is seen as the most valuable marketing
strategy according to many businesses today. With the developing technology and globalization,
it has become possible to express an opinion about the purchased product or service on electronic
platforms. In this approach, which is called electronic word of mouth marketing, there are various
pages in the virtual environment where various messages about the product or service are sent
online. When we look at this approach in terms of tourism, it is seen that it has a very wide use.
With the increasing competition environment and the use of technology, positive and negative
comments on travel blogs have become a point that tourism businesses should pay attention to. It
has been observed that accommodation businesses, travel businesses and food and beverage
businesses adopt this approach. In this study, definitions associated with word-of-mouth marketing
approach and application areas in tourism are mentioned.
Keywords: word of mouth marketing, electronic word of mouth marketing, tourism marketing,
tourism businesses
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Abstract
The countries that shifted to mass manufacturing with the industrial revolution turned their borders
transparent for easier transfer of goods and services to enable the trade roots to develop. The safety
and care of the accommodation places became important for these long commercial journeys. Both the
shorter distances due to transportation vehicles and cheaper journeys enable travellers, merchants,
noblemen and curious individuals to consider travelling as a free time activity. Thus, travel was
commodified as a marketable experience (Çelik, 2020). The Western individuals were always curious
about the east of where they lived and the glamorous structure, administration and various ethnical
factors in the Ottoman Empire turned this state into an attractive destination for travellers, scientists,
businessmen and state authorities in those centuries (Çetin, 2018). The famous Orient Express passing
through the Ottoman land significantly increased the number of tourists and the accommodation need
emerged. The hotels in the Ottoman period were often located in the non-Muslim regions since these
structures were unique to the European culture and operated by the Levantines. Therefore, the first
hotels served around the embassies and locations where non-Muslim people lived especially in the
Pera region (Yakartepe & Binan, 2011). With the effect of developments in tourism over time, city
hotels that turned into structures enriching the social and commercial life of the region and creating a
prestige source in the cities emerged (Akçakaya, 2014). The central location of the city hotels and
easier transportation options led the hotel users to visit the hotel for business purposes to prefer these
hotels (Aydıncı, 2009). Hotel location, catering areas, closeness to transportation ease of transportation
and closeness to shopping services directly impact the demand in the city hotels and the satisfaction
level changes based on visiting purpose (Uğur, 2018). When the early years of the 19th century are
considered, the hotels are mainly gathered around Beyoğlu (Pera) and the surrounding area and
expanded to Üsküdar, Büyükada and Büyükdere in the following years (Yakartepe & Binan, 2011).
After the declaration of the Republic, various policies were applied for hotel management to create
city centres first in Ankara later in other cities and for the development of the hotel management. This
study aims to chronologically assess the transformation of hotel management from the Ottoman period
and reveal the development of hotel management rationally. This study uses the document analysis
method among qualitative research methods. Document analysis is a scientific research method that
can be defined as collecting, reviewing, examining and analysing various documents as a primary
source for the research data (Sak et al., 2021). Primarily the hotels opened during the Ottoman period
are listed. The inventory for the city hotels listed in the Turkish Hotelier Association inventory is
created and the economic benefits, as well as the social and cultural effects of these hotels on the
tourism income, are considered. As in the Ottoman period, today, city hotel management attracts the
attention of foreign chains and brands throughout Turkey, especially in Istanbul. While the number of
hotels certified by the Ministry of Culture and Tourism was 373 in 2010, it increased to 721 in 2021
and doubled in 10 years. The number of five-star hotels also increased from 38 to 115 in 2021 in
Istanbul (turizmgazetesi.com). It is believed that this study will benefit individuals and organizations
that want to conduct studies and research in similar areas.
Keywords: Ottoman Empire, Ottoman period hotels, city hotel management, Istanbul hotels
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Abstract
The year 2021 has been declared the year of Haji Bektash Veli, Yunus Emre and Ahi Evran by
UNESCO. In this context, the purpose of the study was discussed with the people living in Saratlı,
which has an Alevi-Bektashi tradition, within the scope of Hacı Bektas-ı Veli’s call for unity and
togetherness. In this study, the cultural and religious heritage of the Sarat people was evaluated
personally from their own mouths. However, an opinion was taken about the tourism mobility in the
Hacı Bektas Veli Mausoleum. The basis of the study is based on the qualitative research method
Qualitative research is used in the collection of information, uncountable objects. In contrast to
quantitative research, it provides a wide-ranging interpretation of the findings (Aspers & Corte, 2019).
The data of the study were collected by the focus group interview method. In the focus group method,
the data obtained by directing the moderator to a predetermined group of at least 6 people are analyzed
(Dilshad & Latif, 2013). A total of 40 people were interviewed taking into account the city population
in the sample. The scales are presented under 4 headings.the demographic scale. These are a scale that
includes a personal perspective on Alevism, a scale that addresses the impact of Bektashi poems on
socio-cultural life, and the UNESCO 2021 scale that focuses on the awareness of Haji Bektash Veli.
Alevism is a path with a long history of tolerance. Alevism is a unique culture that contains esoteric
meaning and is passed down from generation to generation (Kehl-Bodrogi, 2000). Bektashism is an
Anatolian Sufism movement founded under the leadership of Haji Bektash Veli (Asghari, 2008). In
parallel with these definitions, it has been revealed in the findings that the main basis of Alevism is
understood. In Turkish Folk Music, Alevi-Bektashi poems are loved as melodies. However, the issues
of friendship and understanding deciphered in the main theme are not sufficiently understood by
society and are willingly or unwillingly ignored. Saratlı Town is a high and contemporary people and
they have full information about the events that are happening around them. Most of the participants
are aware that the year 2021 has been declared the year of Hacı Bektas Veli. It has also been determined
that UNESCO has awareness about Commemoration and Celebration Events. Alevi-Bektashi poems
address the messages of universal peace, unity and togetherness. Saratlı is a district of Aksaray
Province that lives on by continuing the Alevi-Bektashi culture. According to the purpose of this study,
Saratlı town was taken as an example. The importance of the concept of intercultural peace, highlighted
by the Alevi-Bektashi poems, which have an important place in Turkish culture, was discussed with
the residents of the city, and data were collected. The data obtained show that these poems were
considered far beyond the period when they were written. It is an indisputable fact that Haji Bektash
Veli, who is considered a supreme figure in Turkish Sufism culture, ensured the unity and togetherness
of Bektashi bards in Anatolia. This thesis is still acceptable today. In connection with this, the reason
why the name Haji Bektash Veli continues to be valid in the world is that, despite its differences, it
respects humanity and attaches importance to the call for brotherhood.
Keywords: culture, faith tourism, Alevism, Aksaray
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Abstract
Some regions, which are not possible to visit due to geographical conditions and climatic features,
have started to become tourism attraction centers. In recent years, the number of polar tourism
trips has been increasing for those who are looking for adventure and an alternative tourism type.
Polar tourism is also in close relationship with global issues such as global warming, climate
change and environmental pollution. Polar tourism attracts the attention of today’s researchers and
is the subject of scientific studies with many aspects. In this study, the publications covering the
period of 1980-2021 in the polar tourism literature were systematically examined. In this context,
the keywords Polar Tourism and Polar Cruise were searched in Science Direct, Web of Science,
Scopus, Taylor & Francis, Emerald Insight and TR index which are the biggest databases. The
keywords were searched in the title. In the first search, 21 studies were found. However,
conference paper, book chapter, review and editorial paper are excluded. Total number of papers
included for review is 6. As a result of the analysis, it has been determined that studies on polar
tourism are limited. However, it was determined that the highest number of publications was made
in 2020. There were 2 publications in 2010 and 1 publication in 1997. Other findings are according
to subject area; social sciences (3), earth and planetary sciences (3), business management and
accounting (3), environmental science (3), agricultural and biological sciences (1). Aligned with
the journals; Polar Record (1), Tourism in Marine Environments (1), Journal of Tourism Futures
(1), Oceanography (1), Polar Science (1), Scandinavian Journal of Hospitality and Tourism (1).
The frequency of use of keywords belonging to the study titled Polar tourism; Polar Region (3),
Tourism Development (2), Polar Tourism (2), Climate Change (2), Tourist Attraction (2),
Antarctic (1), Arctic (1), Antarctica (1), Arctic Monitoring (1), Arctic Observing (1). When the
authors are examined, the most publications (2) belong to Bombosch, A. The study is in progress
and the search results will be expanded with different keywords.
Keywords: polar tourism, systematic review, polar region, polar cruise
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Abstract
In the postmodern era, there is increasing pressure on museums to attract different generations of
visitors due to the decrease in their budgets. Therefore, the interest of the museums has shifted to
the visitors as much as the collections and the museum studies have evolved towards the visitors.
Although there is an effort to create an effective experience for visitors in museums, it is also very
important to determine whether there are visitors who have the potential to perceive this
experience. Emotional intelligence is the ability to understand and manage emotional cues in the
environment. It has been determined that emotional intelligence affects the experiences of tourists
(Prentice, 2020). In this context, this research aims to determine whether the emotional intelligence
of the visitors affects their revisit intention. In line with the sub-aims of the research, it is to
determine whether the museum experience has a mediating role in the emotional intelligence of
tourists. Using the convenience sampling technique, data were collected from 373 participants at
the Batman Museum between 1 June and 1 August 2021. After the validity and reliability tests,
hypothesis analyzes were made. SPSS Process Macro 3.3 program developed by Hayes (2018)
was used, and the 4th Model developed by Hayes (2018) was used. As a result of the analysis, it
was determined that all four dimensions of emotional intelligence (emotion regulation, use of
emotions, evaluation of own emotions, evaluation of others’ emotions) did not affect the revisit
intention. In addition, it has been determined that four dimensions of emotional intelligence affect
the museum experience. It is a result of the research findings that visitors’ museum experience
does not affect the revisit intention. In the analysis of whether the museum experience has a
mediating effect between emotional intelligence and the revisit intention, it has been determined
that the museum experience has a mediating role between the use of emotions and the revisit
intention. No mediation effect was detected in other dimensions. These research results are
important for future museum marketers and researchers.
Keywords: emotional intelligence, museum experience, revisit intention
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Abstract
The concept of overtourism, means that a destination hosts tourists well above it carrying capacity,
is a phenomenon accepted by some parts of the local people as undesirable and harming the
destination from different aspects. The purpose of this study is to evaluate the intellectual structure
of overtourism by analyzing articles on overtourism with bibliometrics. 209 articles on
overtourism from Scopus database were chosen and analyzed with visual mapping technique, one
of bibliometric analysis methods in accordance with this purpose. Bibliometrix R-package (RStudio software) bibliometrix library and Biblioshiny, a web interface provider application for
bibliometrix and an open-source software design, were used to analyze the data according to
certain parameters. The results show the time of first published article; the most cited and
productive journals, authors and schools; keywords used most frequently, the most collaborative
countries in producing articles on overtourism. It is thought that the results of the study are
important in terms of visually mapping the development process of research onovertourism at the
international level and transferring them to tourism researchers, in terms of shedding light on future
studies on this subject.
Keywords: overtourism, bibliometric analysis, visual mapping, R-Studio, Scopus
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Abstract
The aim of this study is to reveal the behaviors of tourist guides in the management of crises that
may arise or may arise during the tours they participate in. Considering that crises are situations
that arise suddenly and require a quick response, it is of great importance to manage crises in terms
of agency and country representative tourist guides, as the behavior of the tour guides in crisis
situations will be reflected in the general satisfaction of the tour. When the previous studies are
examined, it is seen that the problems experienced by tourist guides in general are frequently
investigated. In the context of the macro-level crises (epidemic, earthquake, coup attempt, etc.)
mostly related to the crisis management of the tourist guides, limited studies have been made, but
since no studies have been found about the crises that may occur in the micro-level tours, the
tourist guides should be able to manage the crisis management during the tour. Crisis management
behaviors scale was developed in order to determine the absence of a similar study before and the
development of the scale make this research both original and important. The population of the
research consists of 8941 tourist guides who actively practice the tourist guiding profession in
Turkey. Questionnaire technique was used in the collection of research data. According to the ttest conducted as a result of the research, no significant difference was found in the crisis
management behaviors of the tourist guides according to their gender and marital status. However,
in the analysis of variance (anova), no significant difference was found in the crisis management
behaviors of the tourist guides during the tour according to their sector experience. The scale of
crisis management behaviors during the tour was collected in one dimension and it was determined
that it explained 65% of the total variance. The reliability of the scale of crisis management
behavior during the tour was found to be 0.904.
Keywords: crisis, crisis management, crisis management behavior, tourist guide
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Abstract
Technological advancement has significantly influenced the digitalization of the food and
beverage industry in the past years. This process of digitalization has also become a trend among
most food deliveries and restaurants since 2010 and seems a pretty common practice in developed
nations such as the United States of America. Considering the growth of e-commerce, the supply
side and on the top enterprises need to attract and retain satisfied customers to generate more profit.
Accordingly, customer engagement has become so vital topic among both industry reactionaries
and scholars in recent years. Previous studies explored online branding social networks in
developed countries such as Spain and Taiwan, however, there is not any research about the
relationship of social support and trust to build customer’s loyalty and online emotional
engagement in food and beverage (F&B) sector in developing countries. As a result, this study
aims to investigate the influential factors in digital marketing to build customer loyalty in the F&B
sector in developing countries with mediating role of emotional engagement and moderator effect
of cultural contexts in this country. The results and analysis of this research are valuable in
upgrading the systematic digital marketing infrastructure in developing countries.
Keywords: online customer engagement, social support, loyalty, e-trust
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Abstract
Malaysia is home to about 80 ethnic groups. The three largest ethnic groups in Malaysia are
Malays, Chinese and Indians. Sabah has the largest ethnic group with 32 ethnic groups.
Meanwhile, Sarawak consists of 27 ethnic groups. Each ethnicity has its own cuisine and food
recipes. Even, Penang Asam Laksa was listed in the CNN World’s 50 best foods (CNN, 2021).
Besides that, CNN Travel (2021) highlighted 40 of Malaysia’s top dishes, for examples nasi lemak,
roti canai and char kuey teow. This makes Malaysia a unique country. One of the reasons tourists
come to Malaysia is for food. Several studies, such as Ferdous Alam et al. (2015), Sapheri et al.
(2018), Sakolnakorn (2020), and Loh & Abd Razak (2021) proved that food is one of the reasons
why Malaysia is a choice for vacation. As discussed by Yeoman & McMahon-Beatte (2016), “food
tourism without doubt is a major component of the tourist’s itinerary and a focus of destination
strategies. The interest in food tourism is a representation of tourism today”. Ellis et al. (2018) also
highlighted five themes of food tourism – motivation, culture, authenticity, management and
marketing, and destination orientation.
Keywords: food tourism, motivation, culture, authenticity, management and marketing,
destination orientation, Malaysia
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Evaluation of Employee’s Perceptions and Participation on Workplace
Recreation Applications: Example of Tourism Sector
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Abstract
Recreation is the activities that individuals voluntarily participate in in their spare time to improve
their quality of life and decide what to do or not to do (Tütüncü, 2012). Recreation has many
physical, mental, economic, and environmental benefits (Çatalca, 2021). The monotony and stress
experienced by individuals are especially evident in urban and business life today. Therefore, the
importance of recreation on human health is increasing day by day (Eren, 2009). In order to ensure
the continuity of both the employee and the business in the face of the stress experienced by the
employees, the tendency of the employers to workplace recreation applications has increased and
they have started to serve the personnel in this field (Canpolat & Yavuz, 2019:1263). The aim of
this study is to examine the perceptions and participation of employees towards workplace
recreation practices. The quantitative research method will be used in the research. As a result of
the literature review, the Workplace Recreation Awareness Perception (IREFA) scale developed
by Tezcan in his research will measure the recreation awareness of the employees. Regression
analysis will be used to investigate the effect of workplace recreation practices on employees. In
order to measure the participation of the employees in workplace recreation practices, the
Workplace Recreation Participation Questionnaire developed by Tezcan in 2017 will be applied
(Tezcan, 2018). T-test will be applied to reveal the difference in the factors affecting the
participation of the employees in workplace recreation practices, and ANOVA will be applied to
measure the effect of demographic factors on the difference status. The universe of the study is
planned as 5-star hotels in Antalya/Belek region. In the literature review, few domestic and foreign
studies on workplace recreation practices were found. However, this issue increases its importance
day by day in order to be more motivated employees by supporting the value it adds to human
health and the efficiency of people, especially in their working life. Therefore, it is foreseen that it
will contribute to the deficiency in the literature and to the sector practitioners.
Keywords: leisure time, recreation, workplace recreation, tourism, recreation applications
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Abstract
The article analyzes the impact of sustainable tourism on the socio-economic, cultural, and
environmental spheres, offers an expanded interpretation of the concept of “sustainable tourism”
as tourism, in which one can say there are nobody loses, and the benefits are received by both the
environment and tourists, travel agencies and local communities. In international practice, one of
the priority problems is the implementation of sustainable tourism, which sets the society the goal
of creating favorable conditions for the development of tourism, with the least negative impact on
tourist destinations. The concept of sustainable tourism is considered, the ways of sustainable
tourism development are highlighted. Sustainability in tourism means a reasonable approach to the
use of tourist and recreational resources, the use of resource-saving technologies by tourism
companies, and minimization of industrial waste. This is the participation of the local population
in the discussion of projects implemented on their territories, cooperation between the state and
non-state sectors, as well as the impact of tourism on increasing the socio-economic indicators of
individual destinations and entire countries.
Keywords: international tourism, sustainable development, sustainable tourism, COVID-19,
sustainable development goals, ecological tourism
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Abstract
The province of Antalya in Turkey has very convenient opportunities for tourism with its
geopolitical structure, climate, nature, sea transportation opportunities and the quality of the
facilities in the region, service diversity, gastronomic richness. Belek is the pearl of Antalya in
terms of hotel and bed capacity, facility-service quality. Despite all these positive effects, it is
observed that the problem of finding qualified personnel in the tourism sector and the personnel
turnover rate are increasing rapidly every year. The problems in the leadership methods displayed
by the senior managers in the tourism facilities for the newly trained personnel in order not to
disturb their own order directly affect the quality of work life of the personnel negatively. This
situation causes qualified personnel to turn to different sectors instead of working in the tourism
sector. It is observed that the tourism sector is managed by unqualified and inadequate personnel.
The main purpose of this study is to examine the effect of leadership perceptions on the quality of
work life of individuals working in five-star hotels in Belek, Antalya. In this context, the MultiFactor Leadership Scale (MLQ) developed by Bass and Avolio (1995) and Chen and Farh were
applied to 353 personnel working in star hotels. (2000) Work Life Quality Scale was applied. As
a result of the analysis, it was seen that the leadership perceptions of the participants had a
moderate effect on the quality of work life and its sub-dimensions. The selection of ideal leadership
styles for employees and suggestions for increasing the quality of work life are presented in the
conclusion part of the study.
Keywords: leadership, quality of work life, 5-star hotel staff, Antalya, Belek
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Abstract
Airbnb and other short-term rentals put significant pressure on the hotel market, especially in cities
(Gutiérrez et al., 2017; Zervas, Proserpio, & Byers, 2017). Many cities have introduced laws and
regulations that restrict this type of activity, including some of the leading tourism, cultural, and
business destinations in Europe (Amsterdam, Barcelona, Berlin, London, and Paris) (Nieuwland
and van Melik, 2020). The regulations cover several aspects, including a limit on the number of
short-term rentals, the establishment of a monitoring body for short-term rentals and fines for noncompliance. These agreements may lead to a slowdown in accommodation supply over the Airbnb
platform, and consequently, a decrease in bookings by clients. A common goal for the regulations
is to combat the dwelling shortage by primarily reducing the supply of entire Airbnb apartments
that are managed by commercial operators and available year-round. The objective of this study is
to investigate whether the introduction of regulations for short-term rentals in selected cities in
Europe leads to a decrease in Airbnb establishments. The number of ratings is used as a proxy for
the number of bookings. A difference-in-differences (DID) approach combined with quantile
regressions is employed to estimate the effect of the short-term rental regulations. Data are based
on the population of Airbnb listings in the four major cities in Europe for the month of August
during the years 2015 to 2019. There is a growing literature on the impact of Airbnb regulations
on the supply and demand for real estate (Yang & Mao, 2019; for US cities; Yeon et al. 2020 for
New York; Van Holm 2020 for New Orleans; Benítez-Aurioles 2021 for Barcelona). The main
contribution of this study is that it is the first study to examine the impact of regulations for a group
of cities across countries. Previous studies mainly focus on one specific destination. Another
contribution is the use of quantile regressions in combination with DID to investigate whether
highly frequent Airbnb listings are more affected by the regulations. Few studies examine the
impact of Airbnb regulations on the performance of Airbnb listings (Yang and Mao, 2019; Van
Holm, 2020; Valentin, 2021; Benítez-Aurioles, 2021). Most studies employ a DID approach based
on micro-data at the Airbnb property level. Van Holm (2020) examines the impact of Airbnb
regulation in New Orleans, one of the first US cities to introduce such rules. The results, based on
the difference-in-differences approach, show that enforcement has a significant negative impact,
reducing the total number of Airbnb listings by 2070. However, regulations do not have a medium
term impact and there is a steady growth after the initial decline in the number of Airbnb listings
in the city. As a contrast, other studies find larger impacts of regulations. Using a difference-indifferences approach, Valentin (2021) demonstrates that regulations on Airbnb in New Orleans
increase the likelihood that a host will cease operations by 47 to 62 per cent. Yeon et al. (2020)
assess the impact of a law banning advertisements for illegal short-term rentals in New York City
on their performance. The authors use the difference-in-differences approach applied to
approximately 180000 Airbnb listings in New York City with Washington, DC as the
counterfactual. Their results show that monthly revenues of Airbnb listings subjected to the
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regulation decreases in the period directly after the introduction of the regulation, although the
effect is rather small (4 per cent decrease in monthly revenue). Using a difference-in-differences
approach, Benítez-Aurioles (2021) examines the impact of Airbnb regulations in Barcelona and
concludes that the policy is not effective. Bibler et al. (2021) examine how voluntary tax collection
agreements between the Airbnb platform and US jurisdictions that enforce tax collection affect
booking prices. Using a difference-in-differences methodology, they find that enforcing a 10 per
cent tax reduces the price paid to the Airbnb hosts by 2.4 per cent, increases the total price paid by
renters by 7.6 per cent and reduces the number of nights booked by 3.6 per cent. The study
concludes that tax jurisdictions can significantly improve compliance by entering into voluntary
collection agreements, but that taxing Airbnb is not an effective way to reduce market activity in
a given area. Although the studies all use a difference-in-differences approach, the results are
difficult to compare because the nature of the regulations varies among cities. In addition, it is
often difficult to find a suitable control group.This study uses the difference-in-differences
technique to examine the impact of Airbnb regulations in four major European cities on the
performance of Airbnb rentals. The identification strategy is to compare the impact of regulations
on short-term rentals on the supply and performance of individual Airbnb listings in cities with
and without regulations. The study focuses on the impact in cities, as short-term rentals are
geographically concentrated in urban agglomerations (Gutiérrez et al., 2017). This research design
follows Yeon et al. (2020) by using other cities as counterfactuals. The baseline period is the year
2015 and the post-treatment period varies between 2016 in Berlin as well as 2017 in Amsterdam,
Paris and London. The control group consists of Vienna, where there are no regulations for shortterm rentals and no agreement with Airbnb before 2019. Quantile regressions are used to test
whether the effects differ between properties in high or low demand. Results based on the DID
quantile estimations show that Airbnb regulations lead to a decrease in bookings proxied by the
number of reviews. The number of observations is about 1,000,000 Airbnb listings for August
2015-2019. In Amsterdam, Airbnb regulations leads to a decrease of 120,000 Airbnb visitors over
a four-year period (2015-2019). In Berlin, regulations reduce the number of Airbnb visitors by
180,000 during a four-year period, while the impact is largest in Paris and London, where each
lose approximately 500,000 Airbnb visitors over a four-year period. Nevertheless, the average
effect is relatively small given the large number of Airbnb nights in these cities. . The quantile
regressions reveal that the effects vary along the conditional distribution of the number of ratings,
where those listings with a large number of previous reviews are the most affected ones. Control
variables like type of supply and number of bedrooms are significant at the 1 percent level. Another
finding is that the impact of Airbnb regulations increases over time, which is related to the fact
that the intensity of Airbnb regulations surges over time. This study provides a comprehensive
analysis of whether and to what extent short-term rental arrangements influence the number of
Airbnb listings. In contrast to previous studies, this analysis cover several cities and markets.
Results based on DID quantile estimates show that Airbnb regulations lead to a decrease in
bookings. However, there is a high degree of heterogeneity with a larger impact on Airbnb
properties in high demand. The impact of Airbnb regulations also increases over time (2015-2017
as compared 2015-2019), reflecting the fact that the intensity of Airbnb regulations increases over
time. A major policy take away is that the Airbnb regulation works in the desired direction, but
the effects are small. Knowing the impact of regulations is important as several cities are planning
to introduce regulations.
Keywords: airbnb, regulations, difference-in-differences analysis, quantile regressions, cities
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Abstract
The aim of this study is to investigate how hospitableness activities help to relieve loneliness
among the elderly. The effect of hospitality on the experience of elderly people to reduce their
loneliness has been examined as a new method. Previous studies have examined hospitableness in
the context of service (Tasci & Aktas, 2016). This current study, on the other hand, focused on the
effects of the hospitableness relationship on the loneliness of the elderly. A conceptual framework
was created for the research with social interactions, loneliness, and hospitableness. In line with
the findings obtained from the literature, the possible effects of social interactions and
hospitableness on the loneliness of the elderly are discussed. The results indicated that social
interactions had a positive effect on the loneliness of the elderly and hospitableness had a
mitigating effect on the loneliness of the elderly. Today, although aging and longevity increase
(United Nations, 2012) and the place of elderly people in the tourism industry increases, research
on loneliness of the elderly remains limited. There are very few studies evaluating hospitality in
the context of loneliness. However, the effect of hospitableness on the loneliness of the elderly has
not been studied so far. In this context, the results of the research play a guiding role for future
studies.
Keywords: hospitableness, loneliness, elderly people
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Abstract
The online platforms during this decade have been used widely by customers in the tourism and
hospitality industry. Therefore, businesses have paid attention to these platforms, because it can
make managers and stakeholders of businesses track the guest’s quality perception of their
products especially in service-related businesses such as restaurants and cafés. In this vein, recent
studies show that food quality is the most important factor among the customers. Also, it has been
shown in previous studies that local foods are more preferred than international ones. Although
the online review and food quality perception are not a new concept in the literature, there is no
study on this topic that investigates both local and international online review platforms feedbacks
in developing countries such as North Cyprus. As a result, this study is going to use comparison
analysis method to find out the effectiveness of online reviews on food quality perceptions of
customers. The results of this study can not only add value to the body of knowledge but also can
be a useful tool for managers and restaurant owners to understand the true customers perception
about their local foods to use them as a competitive advantage in the local market.
Keywords: online review, food quality, customer’s perception

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

152

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

Marketing Retention Strategies: Effectiveness on Engagement and Loyalty
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Abstract
COVID-19 pandemic has affected land-based casinos worldwide through lockdowns, temporary
closures, and restrictive operations. Similarly, land-based casinos (interchangeably called casinos,
casino resorts and integrated resorts) have faced an intensifying competitive environment over the
past decades. The legalization of casinos in different jurisdictions, ongoing global casino resort
developments, availability of other gambling venues and substitute gaming products, and rising
popularity of online casinos raises concerns on business growth and economic sustainability.
Gaming scholars suggests that casino marketers and operators need to look for ways and
continuously improve strategies to encourage repeat visitation among gaming and non-gaming
visitors to address competition and business challenges and assist in pandemic recovery.
Employing marketing retention strategies is crucial to developing and retaining newly acquired
visitors. This paper-in-progress presents the current research on examining retention strategies of
casinos with five research hypotheses. The relationships between casino retention strategies to
three variables will be tested: visitor’s loyalty as the dependent variable, visitor’s engagement as
the mediator, and visiting motivation as the moderator. A sequential exploratory mixed-methods
design will be applied in this research. Casino retention strategies will be gathered from Australian
casinos’ marketing managers and visitors through qualitative interviews. Sequentially, a
quantitative online survey among Australian casino visitors will be conducted. Systematic
Equation Modeling (SEM) will test the proposed hypotheses and the conceptual model. The
findings of this current research will help casino marketers improve their strategies to retain casino
visitors. The comprehensive retention strategies gathered, currently insufficient in the literature,
will contribute to casino marketing research.
Keywords: land-based casinos, visitation, retention strategy, engagement, loyalty, visiting
motivations

153

University of South Florida (USF) M3 Publishing

Determination of Negative Aspects Influencing Highland Visitor Experience
via Online Reviews: The Case of Çamlıhemşin Highlands
Merve Çelik1 and Muhammet Necati Çelik2
1

Institute for Postgraduate Education
2
Faculty of Tourism
Alanya Alaaddin Keykubat University, Turkey

Abstract
In recent years, a global trend exists to visit natural and protected areas (Balmford et al., 2015) and
that tendency has increased together with COVID-19 (Fredman & Margaryan, 2021). According
to UNWTO (2022), nature-based tourism is positioned as one of the major travel trends in 2022.
All of those demonstrate the importance of nature-based tourism. Fossgard and Fredman (2019)
described nature-based tourism as the junction of tourism, activities related to outdoor recreation
and natural areas. In this direction, nature-based tourism can also be defined as tourism that is
utilized from natural resources for recreational purposes. However, it leads to many issues like
ecological degradation, although it provides economic benefits (Sisneros-Kidd, Monz, Hausner,
Schmidt, & Clark, 2019). Because of this, there is a need to manage and enhance the visitor
experience in natural and protected areas. Visitors attending nature-based tourism seek
extraordinary experiences and authenticity (Conti & Cassel, 2020; Vespestad & Lindberg, 2011).
At this point, it is crucial to determine the negative aspects influencing visitor experience in natural
and protected areas. Online visitor reviews have increasingly been used as an information resource
to understand visitor expectations (Stoleriu, Brochado, Rusu, & Lupu, 2019). Therefore, the main
aim of current research is to identify the negative aspects influencing the highland experience in
Çamlıhemşin via analyzing online reviews. Çamlıhemşin is located in the Kackar Mountains
National Park and it is a province of Rize that has the highest tourism potential (RTMCT, 2022).
It consists of several highlands but, Ayder, Elevit, Gito, Pokut and Sal Highlands were included in
this research. Online reviews of the highlands were analyzed by the qualitative content analysis
method. The research data were collected from Tripadvisor online travel platform. When visitors
were reviewing on Tripadvisor, they have been rated the Highlands from 1 to 5 points. However,
it was thought that some positive reviews can contain negative situations. So, not only negative
reviews were included, but also positive reviews were included in the research. Totally 363 online
Turkish reviews which were published in 2018 and 2019 were integrated into the research data.
Additionally, MAXQDA software was used for the qualitative analysis of collected data. After the
qualitative analysis, excessive construction (f: 114), high prices (f: 93) and infrastructural issues
(f: 80) were found as leading negative aspects of the visitor experience in Çamlıhemşin Highlands.
In the excessive construction aspect, visitors mentioned that they have seen a lot of construction
like hotels, restaurants and other buildings instead of highland landscape. In the aspect of high
prices, they especially discoursed on the prices of food and drinks. Lastly, in the infrastructural
issues, they emphasized that there are some problems related to traffic, car parking and rough
roads. It has been seen that excessive construction was the main problem in Ayder Highland. While
high prices were a common issue in all highlands, infrastructural issues were a mutual problem for
all of them except Sal highland. However, almost 50% of infrastructural issues were seen in Ayder
Highland.
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In conclusion, a range of implications and suggestions were developed as a result of the findings
and some precautions are needed to preserve Çamlıhemşin Highlands. Firstly, it has emerged that
a limitation of construction is required in all highlands but especially for Ayder Highland.
Secondarily, it is suggested that the development of optimum infrastructure is needed for the
enhancement of the visitor experience. Finally, it is thought that high prices are normal because of
the farawayness of highlands from the marketplaces to reach required materials. But, prices can
be standardized by responsible authorities. Generally, negative aspects especially emerged in
Ayder Highland. It can be suggested to decision-makers that they need to consider the negative
aspects in Ayder Highland to not exist the same problems in Elevit, Gito, Pokut and Sal Highlands.
It is thought that all suggestions can not only improve visitor satisfaction but also contribute to the
satisfaction of residents. Only reviews of visitors that evaluated their experience on Tripadvisor
are reflected by this research. For this reason, the results of this research do not reflect the opinion
of all highland visitors. But, it gives convenient information about negative aspects influencing
visitor experience in Çamlıhemşin Highlands. In the future, different research can be investigated
by researchers with other research methodologies or different online travel platforms, unlike
Tripadvisor.
Keywords: visitor experience, Çamlıhemşin highlands, nature-based tourism, protected areas,
online reviews, Tripadvisor
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Abstract
The purpose of this study is to investigate how the psychological factors that influence the adoption
of a Unified Payment Interface were explored based on the Unified Theory of Acceptance and Use
of Technology. Four hundred and thirteen tourists who have visited ecotourism destinations in the
Indian states of Kerala and Uttarakhand were sampled. Partial Least Square-Structural Equation
Modelling was used to validate the association between the constructs empirically. The study’s
findings were: (a) performance expectancy, effort expectancy and facilitating condition have a
significant positive relationship on the behavioural intention, (b) environmental awareness has a
significant positive relationship on behavioural intention, and (c) mediating effect of performance
expectancy, effort expectancy, and facilitating condition between environmental awareness and
behavioural intention. The study has examined the association of adopting Unified Payment
Interface in the context of India.
Keywords: digital payment systems, sustainable tourism, bharat interface for money,
environmental awareness, U.T.A.U.T.

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

156

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2
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Abstract
The tourism industry has long been seen to support women and other disadvantaged groups in
achieving economic empowerment and social freedom through entrepreneurial and employment
opportunities. This translates to tourism entrepreneurship contributing to the achievement of UN
Sustainable Development Goals (SDGs), specifically SDG 5 on gender equality, SDG 8 on decent
work and economic growth, and SDG 12 on sustainable consumption and production, among
others. For women entrepreneurs, their enterprises serve as facilitators of local economic growth
and development as well as social transformation, thereby allowing them to create their own
identities. This paper aims to bridge the gap between community entrepreneurship, gender
analysis, and policies by conducting a critical re-examination of the gender dimensions of
community entrepreneurship in the Philippines. By examining the cases of community enterprises
in the country, this paper will reveal the experiences of women and men— the challenges, issues,
and opportunities - in community enterprises. The findings of this study are intended to influence
both policy implementation and the conduct of research in the Philippines.
Key words: gender, women, sustainable tourism, critical feminism, sustainable development
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Abstract
Tourism activities have dominated economies across the globe, alongside this is the growth of
communities involved in small-scale or community-based tourism (CBTs) activities. Community
participation is believed to be critical in the promotion of a sustainable tourism, while CBTs have
been widely accepted as a favorable form of tourism promoting pro-poor strategies for
marginalized communities. Underpinning these assumptions is the nexus between participation
and empowerment, where the implementation of community participation is believed to promote
empowerment. Despite being widely advocated, the existing literature contests the direct
relationship between participation and empowerment. Arguably, tourism participation does not
always and automatically result to empowerment. In contributing to the existing discourses, this
study explores the nexus between participation and empowerment in the context of communitybased tourism in the Philippines by proposing a participation-empowerment model hinged on a
three-pronged qualitative data gathering techniques: systematic literature review, document
review, and key informant interviews.
Keywords: empowerment, participation, community
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Abstract
Occupational health and safety (OHS) is an element of management activities that has been proven
to contribute to business sustainability and success on both an operational and strategic level. One
method of managing safety issues in any organisation is the implementation of a proactivebehaviour-based safety (PBBS) model. The implementation of this model in other industries
showed a significant reduction in accidents and incidents as well as an improvement in overall
business performance. However, the tourism industry is faced with unique challenges and
opportunities. Any activities involving health and safety does not only involve the employees of a
tourism business, but also the wide range of customers for which such business is responsible for.
To this end, the development of a PBBS framework with specific underpinning within the tourism
industry is suggested. This conceptual paper will investigate published literature in occupational
health and safety as well as tourism to inform the development of a framework that can contribute
to the existing academic and industry body of knowledge.
Keywords: PBBS, BBS, OHS, tourism impacts, support for tourism, tourist safety, employee
safety
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Abstract
The tourism business for a high-quality marketing strategy should have a portrait of its consumer.
In this article, from a theoretical and research point of view, it will be studied how a portrait of a
domestic tourist can be useful for representatives of the tourism business in Nur-Sultan city. The
subject of research was chosen due to the attractiveness of the Nur-Sultan as a capital city touristic
destination. Using statistical data of domestic tourists visiting Nur-Sultan for a certain continuous
period of time, a portrait of a tourist was created. Secondary data from reliable government sources
of information such as tourism committees were practical when obtaining characteristics about
tourists. The results were demonstrated in the form of tables, infographics, etc. The data was
analyzed in accordance with UNWTO’s touristic statistics organization suggestions. In
consonance with the portrait of domestic tourists, visiting the capital city as a touristic destination,
several consumer behavior detections, and targeting techniques were formulated. Further, through
a comparative analysis with other countries, a discussion was built in which practical measures
were concluded to use the portrait for marketing purposes.
Keywords: tourist portrait, marketing, domestic tourists, tourism business, consumer behavior
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Abstract
The aim of the study is to investigate the applicability of new technologies like augmented reality
(AR) and virtual reality (VR) into tourism industry, specifically in destinations competing for the
accessible tourism (AT) market. AT encapsulates the cooperation of tourism service providers and
people with accessibility necessities of permanent or temporary mobility, vision, hearing and
cognitive challenges like seniors, obese people, families with young children and disadvantaged
groups of people (Darcy & Dickson, 2009). The novel technologies of the 21st century like AR
and VR have the potential to captivate human mind and senses with the help of images simulated
by a computer. This effect makes people feel they live in that virtual environment (VE) (Nayyar,
Mahapatra, & Suseendran, 2018). As for the AT industry, the technologies can help people with
disabilities or accessibility problems, plan and experience their travels more effectively through
simulating their pre-travel, mesmerizing their on-site experience and even enjoying the tourist
products without setting off but just sitting on their couch with a VR headset. While VR provides
an interactive three-dimensional virtual environment of the tourist attraction or a destination
surroundings simulated by a computer, AR integrates the real and the simulated VE, through
providing supplementary information regarding something of the real environment shown in VE.
In the aspect of AT, the technology of VR can be used mostly for the people with severe mobility
disabilities, letting them to have a chance to experience the touristic attractions of a destination or
it can function as a pre-viewing tool for the people who are in the beginning of their travel purchase
in order to decide whether the travel would worth it or not. On the other hand, AR provides extra
opportunities like room booking, translation of native language, navigating around the destination,
seeing dining and entertaining facilities through an application, and so augmenting the reality. The
good examples of these technologies come out as virtual tours mostly applied in heritage areas,
museums, and zoos. Moreover, Marriott Hotels provide the previews of the local attractions with
the help of VR. For the hotels, this is arguably a perfect way to promote the facility for the potential
customers virtually, providing 360-degree video and ‘try-before-you-buy’ experience. The Travel
World VR app, Google Earth VR, Skylights, IMMERSE by The Hydrous and various other
applications and VR/AR/MR tools can ease the travel and tourism experience of the target
audience of AT market. It is absolutely advisable that the hotel managers of AT destinations
immerse their organisations with VR and AR technologies or with a mixture of both namely mixed
reality (MR) for a better competitive advantage. This paper is also an invitation for future research
that can empirically test the virtual experiences of travellers in the AT market.
Keywords: accessible tourism, virtual reality, augmented reality, new-generation technologies
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Abstract
Management control systems of an organization help managers in making decisions and taking
appropriate actions by providing the right information about the organization (Otley, 1999).
Management control systems provide ‘knowledge’ and ‘motivation’ to managers according to their
performance towards organizational outcomes. The term imprinting can be interpreted as the
attitudes, behaviors, characteristics, and perceptions of a person and the reflections of these on its
current job (Akroyd & Kober, 2020). Prior experiences such as educational background and work
practices, family involvements, friends, and partners can be influential on organizational success
(Mathias et. al. 2015). Simsek et al. (2015) explains these factors as ‘preexisting forces’ and
‘environmental features’. Baron and Hannan (2002) developed a founder blueprint typology which
includes four types of blueprints across three dimensions of attachment, selection, and
coordination/control. As hotels have unique features combining the service element with some
tangible elements, their management control and the influence of founders in setting such control
systems is an under-researched area of hospitality management accounting (Haktanir, 2006).
Therefore, this study aims to explore the influence of the founder on the management control
systems in hotels. Having imprinting theory in mind, the researchers question the control system
of a case hotel by utilizing diverse data collection methods. Arkın Group Company located in the
TRNC was chosen as the case hotel as it has matched the criteria set for the research. There are
many companies this group owns, and they serve in diverse industries. In particular, Arkin Palm
Beach Hotel which is one of the two hotels company owns is studied. A qualitative research method
is utilized in order to provide the right setting to understand day by day activities of management
and founder and collect information regarding decision making routines. In this way, the
phenomenon is investigated in its own universe and detailed information is collected. For the
exploration of control systems, a case study approach is appropriate since it suits organization and
management studies as suggested by Massis and Kotlar (2014) and it enables researchers to collect
more reliable and detailed information (Altinay & Paraskevas, 2008). Atlas.ti 9 Qualitative Data
Analysis program in addition to manual coding was used where a total of 314 quotations were
extracted from 11 interviews undertaken. As a result of three levels of the coding process, four
themes were revealed including ‘confidence’, ‘boutique concept’, ‘communication’, and ‘control
flow’. In addition, content analysis of all publicly available written and audio information
regarding the founder is analyzed. Some key findings related to the founder’s perceptions are
related to being a pioneer in anything he is involved in and his desire to create a boutique concept.
Another factor that is considered important for the founder is being success oriented. Although the
founder has the ability to do business in many different areas within the group, he does not define
himself as a businessperson. The founder attaches great importance to being a team and bringing
excellence in business. In Arkın Group, communication has a significant role in controlling the
business procedures. Communication whether through formal ways or informal ways is a basic
management function used to maintain control of the operations. The budget, on the other hand,
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has a major role in controlling all the company. While talking about the advantages of budget, the
point of sustaining the quality is extremely significant. The majority of Arkın Palm Beach Hotel’s
senior staff have been working at the hotel since its establishment emphasizing confidence issues.
Since the opening of the hotel, the repeat guest rate is 49%. In conclusion, the issue of confidence
and trust can be observed from the senior positions to all stakeholders, even guests, within Arkın
Group. The researchers are contemplating to carry out the second case study of the same company
and theoretical constructions are hoped to follow.
Keywords: management control systems, founders imprint, case study
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Abstract
It is a frequently revealed fact in the empirical literature pursuant to the standard theory that the
tourism industry promotes the economic performance of a country through direct, indirect and
induced ways. However, the nature of this relationship based on environmental sustainability may
not be as clearly predictable as before mentioned. Considering the labor-intensive production
structure of tourism industry and related international competitiveness, the environmental
sustainability measures taken create an additional cost, especially among the periphery countries,
which can differentiate the magnitude of the expected contribution from the development of the
tourism sector to economic performance. Therefore, expectation is that the relationship between
tourism and economic growth would weaken with an increase in environmental sustainability
measures. This work examines the non-linear nature of the tourism-economic growth relationship
based on environmental sustainability by fixed effect panel threshold analysis. The study covers
biennial data for the period 2000-2020 and 103 non-oil exporting countries and employs biennial
data. Results show that the share of inbound tourism travel expenditures in GDP is positively
related with per capita output when Environmental Performance Index is lower than 60.56, beyond
this level the relationship is not significant. Results are robust to exclusion of small island
developing states.
Keywords: tourism and development, environmental sustainability, economic growth, panel
threshold regression
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Abstract
In the context of Territorial Marketing, it is intended to present a prospective work on the
management of destinations based on cultural heritage. We therefore seek to demonstrate the
importance of literary heritage and the effective possibility of its touristic use, within the
framework of cultural and creative tourism, leveraged by Cultural Marketing strategies for lowdensity regions. In what concerns methodology, the paper is based on an extensive literature
analysis, also taking into account available secondary data concerning relevant policies and
suggests new possibilities for diversifying tourism offer at literary sites, leveraging the sociohistorical background, partnering with relevant stakeholders, or promoting the usage of digital
tools. The opportunities arising must naturally be anchored in public policies focused on the
consumer market and strategically conceived in a double sense; that is, also enabling the
representation of the local community and the expression of its culture; indeed, a constructive
relationship between culture and tourism implies an integrated approach where the wisdom of local
communities is respected in valuing their memory and identity, in a joint enjoyment that enables
the growth of the region’s economy.
Keywords: territorial marketing, cultural heritage, cultural tourism, literary tourism
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Abstract
During the pandemic COVID19, small and medium (SME) food vendor is struggling to survive,
they have to find other methods to promote their product. In order to gain more customers, the
food vendor is using is promoting and selling their food through an online takeaway food ordering
platform (OTFO). The OTFO platform has gained its reputation due to the inability of customers
to eat outside during the outbreak. Various external factors influence the food vendor which is also
a small and medium enterprise to adopt specific technologies such as the financial aspect and
government regulation. Using Technology-Organizational-Environmental (TOE) framework
integrated with Innovation Diffusion Theory are able to investigate factors that influence food
vendor adoption of the OTFO platform. The study applies face-to-face questionnaires and
successfully collect 147 owners of food vendors located in Kinta District, Perak, Malaysia. To
analyze the data, Partial Least Square- Structural Equation Modelling (PLS-SEM) has been used.
It has been found that only owner and employee knowledge are significantly affected by the food
vendor adoption of the OTFO platform. The study is beneficial, especially since it has been
discovered that the application of TOE and IDT theory on the food vendor adoption of the OTFO
platform is valid and reliable.
Keywords: food vendor, TOE framework, quantitative, online takeaway food ordering, COVID19
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Tourists’ Understanding Towards a Destination: The Role of Sensory
Environment
Huahua Li
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Abstract
Tourism is a typical experiential consumption which is taken place in a setting composed of
various environmental factors integrated by multisensory stimuli (Agapito, Valle, & Mendes,
2014). In other words, physical sensation determines and mirrors the quality of tourism
experiences, which further exert influence on individuals’ evaluation toward a destination
(Agapito, Pinto, & Mendes, 2017). An increasing number of researchers found that the more
sensory stimuli are evoked, the more positive and rewarding the tourism experience will be (Pan
& Ryan, 2009; Small, Darcy, & Packer, 2012). The attractiveness of a destination goes beyond
visual appeal and no single senses could play a dominant role in tourists overall experience
(Kirillova, Fu, Lehto, & Cai, 2014; Cohen & Cohen, 2019). Destination should be able to devise
a comprehensive sensory stimulus to increase the level of tourists’ engagement, which contribute
to competitiveness and sustainability of a place (Pan & Ryan, 2009). Therefore, understanding
how to design sense-scape in a destination is significant (Buzova, Sanz-Blas & Cervera-Taulet,
2021). By taking stock of current research, it is found that existing scholarship concerning senses
revolve around the effect of sensory experience for psychological factors such as memory, loyalty
etc. under a natural context (e.g., Lv, Li, Scott, 2020; Agapito et.al., 2017). In other words, these
studies only provide empirical evidence for the important role of senses but didn’t shed light on
how to design sensory landscape and improve qualities of sensory environment. In addition, the
concentration on natural attraction results in a failure of providing insights on sensory attributes in
urban destination which includes numerous elements such as residential factors, cultural heritage,
natural elements, manufacture etc. How urban planners can design spaces for touristic experience
in sensuously appealing ways still remains unknown. Therefore, this study aims to understand how
different sensory stimuli shapes tourists’ understanding towards a destination under urban context.
The objectives of this study are: 1) to investigate the comfortable or uncomfortable sensory stimuli
preferred / disliked by tourists; 2) to identify reasons explaining how tourists forge meanings to a
destination via sensory environment; 3) to investigate the associations between sensory attributes
and tourists’ evaluation. Considered the exploratory nature of this study, a qualitative method is
employed. Data collection go through two steps: firstly, a walking interview across different space
in an urban destination will be conducted; secondly, participant observation by taking part in a
package tour will be employed. Further, grounded theory serve as the methodological approach in
this study and the iterative coding suggested by grounded theory approach is undertaken. This
study advance tourism knowledge in several aspects: firstly, it makes contribution to sense-scape
design in urban destination and provide managerial guidelines for urban public space planning;
secondly, this study enriches the line of the effect of sensory exposure in terms of its influence on
tourists’ evaluation. Findings constitute fruitful avenue for future sensory tourism studies.
Keywords: sensory experience, urban destination, sense-scape
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The Effect of Chinese Antient Poetry in Tourism Marketing: A Mental
Imagery Processing Perspective
Huahua Li
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Abstract
Classical Chinese antient poem is a cultural treasure and embedded in different tourism attractions,
attaching values and meanings for visitors’ appreciation and interpretation of different scenic area
(Yu & Xu, 2016). The delineation of landscape presented in poem can construct individuals’
imagination for a destination, shaping potential visitors’ image and expectation toward a place
(Yu, & Xu, 2018). Therefore, the role of poem in destination branding has been highlighted by
some existing research. However, despite of this, studies concerning poem and tourism still
revolve around on-site poetic travel experience, very little academic inquiry has been put on
examining how poem takes effect in tourism advertising under pre-visiting stage. With digital
technology advances, online visual marketing is thriving as practitioners demonstrate various
photos coupled with descriptive text to present the attractiveness of a destination (Li, Li, Lin, Qiu,
2021). Whether advertising photos with associated poetry lines has a more positive effect still
remain unknown. Accordingly, this study aims to understand how classical Chinese poem exert
influence on potential tourists’ cognitive and behavior responses via a 2 (attraction types: natural
vs. cultural) * 2 (presentation format: photos only vs. photos with related verses) between-subject
experimental design. With demographic information and knowledge about poem as the control
variables, participants are randomly assigned into different groups and exposed to types of
advertising presentation differently. Sequentially, participants’ mental imagery, attitudes as well
as behavioral intention for a destination will be measured through a self-ministered questionnaire.
A following comparison will be conducted. This study firstly makes contribution to the existing
body of knowledge on literacy tourism by shedding light on the role of poem in destination
marketing; secondly this study also enriches the line of the effectiveness of different visual stimuli
in place advertising. Managerial guidelines will also be provided based the valuable findings.
Keywords: destination marketing, antient poetry, advertising effectiveness
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Abstract
This paper aims to propose the mechanism of festival attachment and examine how it affects
tourists’ loyalty. Through on-site and online surveys with convenience sampling, 368 participants
who visited the Gióng festival, one of the most famous Vietnamese festivals, were surveyed.
Structural equation modelling is used to examine the proposed research model. The research
results indicate that five factors are considered significant antecedents for festival attachment:
novelty seeking, attractions, cultural exploration, hedonism and religious beliefs. Furthermore, this
study reveals that “religious beliefs” is the most affecting factor on tourists’ loyalty at Gióng
festival, followed by cultural exploration, hedonism, novelty seeking and attractions. Therefore,
festival attachment exerts positive effects on tourists’ loyalty which help to maintain the
sustainability of the festival. The findings of this study suggest festival stakeholders the method to
transfer festival attachment into tourists’ loyalty. They also demonstrate the significant role of
festivals in promoting local tourism.
Keywords: festival attachment, tourists’ loyalty, Giong festival, Vietnam
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Abstract
Tourists participating in tourism activity have different individual characteristics and diets. For
vegan/vegetarian tourists, it is very important to find suitable goods and services when they decide
to participate in tourism activity. It is normal for vegan/vegetarian tourists to participate in eating
and drinking activities both in terms of physiologically needs and pleasure during their travels. For
this reason, accommodation establishments as well as food and beverage establishments operating
in touristic destinations should have the necessary knowledge and equipment about
veganism/vegetarianism. This situation is considered important in terms of representation of
different types of customers together with customer satisfaction, customer loyalty and sustainable
gastronomy. In the light of all this information, the aim of the study is to determine how effective
the vegan/vegetarian foods offered in the menus of the mansions operating in Safranbolu on the
destination preference. It has been examined whether the reasons for the tourists to come to the
destination are related to the vegan/vegetarian foods available in the mansion. The study, which
was prepared with the qualitative research method, was carried out in Safranbolu, which is on the
UNESCO world heritage list and is the touristic town of Karabuk province. Face-to-face
interviews were held with the operators of the mansions (16 people) preferred by local and foreign
tourists. In addition, an inventory of vegan/vegetarian foods in the menus of the establishments
was made by examining the documents in the study. The findings part of the study, which was
constructed with a case design, was written using descriptive analysis. In this context, it has been
found that the vegan/vegetarian foods offered in the menus of the mansions serving in Safranbolu
have an impact on the destination preference. It has been determined that the mansions which
provide accommodation as well as food and beverage services also take vegan/vegetarian tourists
into account when planning their menu.
Keywords: Safranbolu, destination preference, menu planning, vegan tourists, vegetarian
tourists
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Abstract
The present study investigates the indirect effects of pro-social motivation in the relationship
between perceived overqualification and whistle-blowing intentions. The study also tested the
moderating role of perceived organizational support between perceived overqualification and prosocial motivation. Furthermore, it was hypothesized that pro-social motivation has an indirect
effect contingent on perceived organizational support. Applying a multi-wave research design,
data were collected from employees (n=233) in the hospitality sector of Pakistan. The findings
reveal that pro-social motivation mediates the relationship between perceived overqualification
and whistle-blowing intentions. Furthermore, perceived organizational support moderates the
relationship between perceived overqualification and pro-social motivation. Results also reveal
that perceived organizational support moderates the mediated relationship. The literature is devoid
of evidence about the underlying process through which perceived overqualification influences
whistle-blowing intentions. Our paper fills in this void by proposing pro-social motivation as a
mediator of the impact of perceived overqualification on whistle-blowing intentions. Our paper is
the first of its kind by assessing whether perceived organizational support moderates the indirect
influence of perceived over qualification on whistle blowing intentions via pro-social motivation.
Keywords: perceived overqualification, perceived organizational support, pro-social motivation,
whistle-blowing intentions
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Abstract
While destination loyalty is defined as tourists’ positive spiritual feelings towards a destination,
their tendency to repurchase produced goods and services, and to recommend a destination to
others; destination image is a simplification of a tourist’s complex beliefs, attitudes, impressions
and thoughts about a destination. Destination attachment means the emotional bond and
relationship that tourists form with a certain destination. In this study, these three issues were
evaluated in terms of destination marketing and the nature of the relationship between them was
examined. For this purpose, natural and cultural areas with rural tourism potential in Çanakkale
were examined, and it was seen that trekking and photo safari activities were carried out mostly
within the scope of rural tourism activities. Within the scope of the study, a questionnaire was
applied to 400 domestic and foreign tourists visiting the destinations of Gallipoli Peninsula
Historical National Park (GYTMP), Troy Historical National Park (TTMP), Kazdağı National
Park (KMP), Assos/Behramkale and Gökçeada/Bozcaada destinations. As a result of the study, it
has been determined that the destination image and destination attachment have a significant effect
on destination loyalty and that there is a positive relationship between these elements. It is thought
that the results of the study will contribute to the destination managers and tourism marketers in
terms of developing effective marketing strategies. In addition, some suggestions were made
within the scope of the study depending on the research outputs.
Keywords: destination loyalty, destination image, destination attachment, rural tourism,
Çanakkale
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Abstract
The sustainability concept has gained appeal, particularly after the Brundtland (1987) report.
Within the prominent characterization of sustainability, three interconnected dimensions (i.e.,
economic, social, and environmental) are utilized (Swarbrooke, 1999). The paradigm based on
these three pillars of sustainability has been the most extensively employed among tourism studies
(Mikulic et al., 2015; Javed & Tučková, 2019). However, those dimensions need to be re-examined
and amended in light of the current global conditions. The present paper argues that sustainability’s
economic, social, and environmental dimensions are insufficient in that rapidly evolving world.
We reviewed the sustainable tourism literature, recent needs, trends in the tourism industry and
conceptually proposed additional dimensions that need to be considered in sustainable tourism
development plans and implementation efforts: safety/hygiene, psychological, political,
educational, technological, and institutionalization. The traditional three dimensions are still valid,
but the contemporary dimensions are needed to respond to the needs of today’s world. The authors
of this study are not the first who advocated for the inclusion of additional sustainability
dimensions. The infrastructural and technical components have been proposed earlier (Asmelash
& Kumar, 2019; Javed & Tukova, 2019). Notwithstanding, in a manner, the current paper is among
the first to propose simultaneously six additional sustainability dimensions during a time of crisis.
Such presumptions provide additional insights for future analysis. Further experimental
investigations are required to explore whether the new proposed dimensions significantly influence
sustainable tourism development in the desired direction.
Keywords: sustainable tourism, sustainability, sustainable development, dimensions of
sustainability
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Abstract
Shariah compliant hotel is an essential attribute in the Islamic tourism destination where effective
Islamic management functions to govern the hotel’s daily operation. Applying related halal
certification for the hotel could hinder the Shariah non-conformance (SNC) from happening.
Among the crucial elements in the certification is the appointment of the halal officer where it
could ensure the operation is following the Shariah. Therefore, this paper aims to investigate the
requirements of the halal officer in the several related Malaysian certifications for the hotel in
Malaysia. To achieve this objective, document analysis was used for the data collection, and after
that, the data were analyzed using content analysis techniques. The finding has shown that all the
standards used for the certification require the hotel to appoint a dedicated person to manage the
Shariah related issues. However, the criteria are different from one standard to another. This study
would like to propose to have stringent criteria for the appointment of the dedicated halal officer
in ensuring the SNC could be tackled accordingly.
Keywords: halal certification, halal officer, halal standard, Islamic management and shariah
compliant hotel
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Abstract
World Heritage sites are threatened by environmental pressures such as air pollution, waste, land
conversion, traffic, residential development and visitor pressure (Levin et al., 2019; Birendra KC
2021). They are also threatened by many external factors: sudden events such as hazards (Bosher
et al., 2020), earthquakes (Despotakiet et al., 2018) and climate change (Fatoric & Seekamp, 2017).
Despite the presence of external threats, heritage sites are used as tools for national tourism
marketing campaigns. This combined with evidence of strong visitor growth raises the discussion
of excessive visitation (Job, Becken & Lane, 2017; Scuttari, Orsi, & Bassani, 2019). Previous
research shows that the inclusion of areas on UNESCO World Heritage Sites attracts more tourists
(Buckley, 2018; Yang et al., 2019). Little is known about how these factors are perceived internally
by managers and how they may deal with such threats. Official surveys conducted by UNESCO
are likely to be less influenced by ‘social desirability’ than surveys conducted by researchers. The
aim of this study is to examine the managerial perspective on suspected risk factors associated
with cultural World Heritage sites. The analysis focuses on a range of potential threats, including
visitor accommodation (buildings) and associated infrastructure, as well as ground transport
infrastructure, visitor impacts and environmental factors (pollution, waste, land conversion), and
climate change and sudden events. The main research question is to analyse which types of World
Heritage sites are affected by these risk factors and to what extent. The data is based on a periodic
reporting database conducted on behalf of UNESCO, which is a basis for the World Heritage
Management Report 2014. Around 200 cultural World Heritage sites are selected. This survey is
linked to the UNESCO World Heritage database. An ordered probit model is used to estimate
management perceptions. Explanatory factors include year of inscription, size, selection criteria,
inclusion on the Danger List and the country in which the site is located. UNESCO world heritage
sites are located in sensitive areas threatened by environmental pressures, sudden geological
events, illegal activities and large visitor flows. Concerns about excessive visitor numbers and the
social and environmental resilience of WHSs are well explored in the literature (Job et al. 2017;
Scuttari et al. 2019). This study explores managers’ perceptions of the various risk factors. There
is also a broad literature on the importance of other threats: geological events. Bosher et al. (2020)
point out that an increasing number of extreme events related to the impacts of climate change,
natural hazards and man-made threats pose significant problems for the conservation and
management of cultural heritage worldwide. This is related to the fragility of the historic fabric
and higher vulnerability to natural hazards due to ageing materials, limited critical infrastructure
and urban density. However, cultural heritage sites with UNESCO status are not more vulnerable
than other cultural heritage sites.The first dependent variable of the model measures the
perceptions of threats to world heritage. Perception is measured by an ordinal variable consisting
of four categories: (1) catastrophic, (2) significant, (3) minor and (4) insignificant. Since the
category “catastrophic” is rare, the first two categories are combined. To account for the ordinal
nature of these variables and the fact that the distances between the different categories are not
equivalent, the ordered probit model is used. The independent variables include size, measured as
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the area of the World Heritage Site in hectares excluding the wider zone. To account for a nonlinear relationship between threat perception and size, the squared term is included. In addition,
age is included, measured as a dummy variable for the number of entries up to the survey year
2020. Besides age and size a dummy variable with a value of 1 if the site is classified as
endangered. Criteria are another set of dummy variables based on the conditions for inscription on
the World Heritage List (aspects such as uniqueness, historical authenticity and integrity), and
country controls for country-specific factors. The ordered response model is estimated using
maximum likelihood techniques. Cluster-adjusted standard errors at the World Heritage Site level
are used to account for the fact that individual site factors are not independent of each other. The
second dependent variable is the perceived capacity of management to address the threat, with four
categories: (i) no capacity and/or resources, (ii) low capacity, (iii) medium capacity, (iv) high
capacity. The data consists of the Unesco World Heritage database linked to the 2014 UNESCO
Periodic Report on 1418 negative factors (threats) for 202 cultural World Heritage sites in 36
European and North American countries. For about 100 World Heritage sites in this region, no
negative factors are reported, which is described as “No factor is both current and negative”. No
information is available for World Heritage sites in Latin America, Asia and the Pacific. Site
characteristics, location and type of factors are significant determinants of perceived threats to
world heritage sites. The ordered probit estimates show that the perceived threat to World Heritage
sites by the management increases with size, but is not linear. This means that as size increases,
the intensity of the threat increases less than proportionally. The age category variables are not
significant when considered individually. The threat factor categories are highly significant. Six
of the 11 factors are positive and each significant at the one per cent level, including buildings and
development, transport infrastructure, local conditions affecting building fabric (temperature, rain,
dust), social/cultural use of heritage (tourism/visitors/recreation), climate change and severe
weather events, and sudden ecological or geological events compared to the reference category
(pollution). The five other factors include illegal activities, services, infrastructure, use/alteration
of biological resources, extraction of physical resources, invasive/alien species or over abundant
species and not significant at the conventional significance levels. In addition, location as
measured as country dummy variables is highly significant. The marginal effects give an indication
of the magnitude of the relationships. Factors related to sudden ecological or geological events and
climate change and severe weather events have the largest marginal effect to fall into the class
significant negative factor. The marginal effects are 0.23 and 0.20 respectively, which means that
sub factors falling into these categories have a 20 and 23 percentage points higher probability to
be regarded as significant negative factors as compared to the reference category factor pollution.
Among the remaining factors, threats related to buildings and development, local conditions
affecting the physical structure (temperature, rain, dust), social/cultural use of heritage
(tourism/visitors/recreation) each have a 16 percentage point higher probability compared to the
reference category. Negative factors related to transport infrastructure are also quantitatively
important. The marginal effects that fall into the “insignificant” category correspond to those in
the “significant” category, but with the opposite sign and are therefore not interpreted. This paper
examined the factors associated with external threats to cultural World Heritage sites as perceived
by their managers. The methodology is based on an ordered probit model with standard errors
clustered across sites. The data is based on a management perception survey conducted in 2014 on
behalf of UNESCO and linked to the World Heritage Sites database. The results show that climate
change and severe weather events, as well as sudden ecological or geological events, are
considered the greatest threat of all 12 factors. The third most frequently mentioned threats relate
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to the social/cultural use of the heritage (tourism/visitors/recreation). In general, the threat
perception is stronger for larger sites. At the same time, management capacity is lowest for threats
related to climate change. This suggests that administrative capacity is only able to deal with local
problems and has little capacity to deal with sudden events and significant long-term global
problems such as climate change.
Keywords: world heritage sites, risk factors, survey, management capacity, ordered probit
model
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Foreign Language Education Perception of Tourist-Guidance Students as a
Factor in Intercultural Communication
Bekir Eşitti
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Abstract
Tourist guidance higher education is designed to provide a variety of intercultural knowledge and
experiences for students. Intercultural communication covers tourists from different cultures
interacting with their guides, sending and receiving messages to each other, creating meaning and
making meanings common. In this context, the ease of communication provided by the proficiency
obtained through foreign language education is essential for tourist guidance students who are
candidate guides to overcome the intercultural communication problems they will encounter in the
profession. In the study, open-ended questions about intercultural communication experiences and
the relationship between foreign language education and intercultural communication were asked
face-to-face to third and fourth year students studying in the “Travel Management and Tourist
Guidance” undergraduate program in Turkey, and their answers were recorded. According to the
general answers of the students, the low level of foreign language they have acquired through their
education is seen as an important obstacle to effective intercultural communication. In addition to
a foreign language in terms of profession, the importance of second foreign language education
has been the subject emphasized by the students. In the light of the data of the study, the necessity
of realistic planning of foreign language education in tourist guidance higher education and
revealing its general objectives emerges. In order for the tourist guide candidates to realize
intercultural communication effectively, what kind of foreign language education method or
methods can be followed should also be determined within the scope of higher tourist guidance
education.
Keywords: intercultural communication, tourist guiding, foreign language education, higher
education, Turkey
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Abstract
The application of information and mass communication technology has revolutionized the world
of tourism. It has made tourism activity one of the most vital factors of nations’ income and is
considered an international and profitable activity. Cyberspace has an inseparable relationship with
these activities. It causes the development of these activities and increasing the knowledge of
geographical and tourist-friendly areas that provide higher tourist demands. Tourism is an activity
based on information that produces cyberspace for collecting, categorizing, processing, and using
the information to circulate a geographical or historical environment. This conceptual study
examines the role of cyberspace in the development of tourism activities. The findings reveal that
cyberspace software, hardware, communication networks, information, and management help
domestic tourism organizations progress. The use of facilities, equipment, and products is greatly
enhanced to provide more efficient and faster services.
Keywords: cyberspace, mass communication, tourism
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Abstract
Environmental degradation has been caused by a rise in global business and the rapid consumption
of resources. As a result of regulation, limited resources, and an increase in environmental
concerns, environmental issues have become a concern in corporate strategic decisions.
Organizations operating in the hospitality industry are integrating sustainability issues through
green human resource management (GHRM) practices to achieve environmental performance.
However, enhancing environmental performance through adopting green strategies and initiatives
depends on recruiting employees with proactive personalities. The aim of this study is to consider
the mediating role of proactive personality in the relationship between GHRM practices and
environmental performance. The research model has been tested by collecting data from green
hotels’ full-time employees operating in Dubai. The findings illustrate that GHRM practices have
a direct positive influence on environmental performance and that the proactive personality of the
employees operating in hospitality organizations mediates the association between GHRM
practices and environmental performance. Given the findings, improving the proactive personality
of employees in organizations lowers operating costs and improves organizational performance.
Keywords: GHRM practices, proactive personality, environmental performance, hospitality
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Abstract
The examination concerning the increase of phony news is emerging in the time of the Coronavirus
pandemic. A couple of assessments have embraced to comprehend the relationship between online
media and misdirection in this time of the pandemic. Progressing investigation has demonstrated
that lately, the most unmistakable phony news sharing that is toxic to prosperity has been on the
Coronavirus pandemic. The sponsorships a creating viewpoint that phony substance in regards to
Coronavirus has gotten more expressed in online media. It has similarly seen that various people
presently search for information on the web and they see to be valuable, inciting a wide extent of
fake news usage and sharing. Resident reporting can be valuable toward the travel industry
improvement since it has now moved the significance of traditional press, permitting individuals
to add to the world by seeing occurrences according to an alternate perspective, being more
straightforward for people in general, raising their voice, and rolling out an improvement on the
planet by prompting significant developments, for example, upgrading supportive of natural
mentalities among the various partners in the travel industry.
Keywords: fake news, citizen journalism, COVID-19, tourism development
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Abstract
Crisis including diseases and pandemics have major impacts on tourism. However, there is limited
literature that focused on pandemics as opportunity to transform industry practices. COVID- 19
which is considered as the greatest global health crisis of our time, hits the whole world’s economy
which faced immediate and overwhelming effects that influenced markets, behaviours, and
expectations. The pandemic has affected most industries, and it has heavily thrown its weight
around an-inherently fragile industry, which is the tourism industry. According to the ILO (2020),
the full or the partial lockdown measures affects 2.7 billion workers, representing around 81 per
cent of the world’s workforce. For the tourism industry, it resulted in the loss of 20 million direct
tourism jobs (UNWTO, 2020) with the uncertainty of when travel will resume. However, despite
the harmful effects of COVID-19 on the tourism industry, research should look at such effects as
a stimulator and a transformative opportunity to reset the industry rather than focusing on impacts
of these crisis. Thus, to recover post-illness. Accordingly, this paper is responding to the call for
transformative tourism research to advance the knowledge and to offer understanding of possible
recovery strategies from the perspectives of tourism workers. In specific, the paper is exploring
this possibility from the perspectives of tour guides ‘‘ the soul of tourism’’ and ‘‘ the main pillar
of travel agencies’’. Therefore, the aim of this research is to explore the possible recovery
strategies for the tourism industry practices transforming in response to crisis. The study will apply
exploratory research design based on qualitative research technique. The data will be collected
through semi-structured interviews conducted with a purposive sample of key-informants
Jordanian tour guides. The expected findings of this research will reveal issues related to the
working conditions of tourism workforce under crisis; to suggest recovery strategies; and more
importantly to reveal tourism forms that are more sustainable with the inclusion of tour guides in
such tours to influence positively tourist behaviour. The research will, then, present
recommendations to the tourism bodies not only in Jordan to consider but also to international
tourism bodies. The study is believed to be important in giving insights and implications for
advancing and resetting the industry and research.
Keywords: tourism, crisis, tour guides, transformation
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Abstract
The research analyzes the mountain tourism sector across Europe, presenting entrepreneurship
challenges and perspectives. The purpose of the research is to highlight the importance of mountain
tourism in an entrepreneurial context, pointing to specific sub-sectors as accommodation and food
service activities (AFSA); art, entertainment, and recreation, respectively other activities dedicated
to services (AERS). The design of the research has been realized according to Eurostat and data
has been modeled with Excel and SPSS, through ANOVA and forecasting statistic techniques. The
results for the analyzed period, 2008-2018, show a linear positive ascendance for both of the subsectors, AFSA mountain tourism presenting for the population of active enterprises means of
approximatively 20828 numbers (Bulgaria), 127952 (Italia), 21913 (Austria), 18005 (Portugal),
13623 (Romania), 11.628 (Slovakia), while AERS has means of 14951 (Bulgaria), 165570 (Italia),
38573 (Austria), 23433 (Portugal), 12218 (Romania), 10293 (Slovakia). Forecasting 2028 on the
analyzed countries, except the Czech Republic and Italy, presents increasing entrepreneurship
values for mountain tourism across Europe. Solutions for the sustainability of mountain tourism
across Europe refer to the clustering of the small and medium-sized enterprises (SME), which
represent the main part of the population of active enterprises. Together with large enterprises and
transnational companies, SMEs should influence the directions of tourism governance in Europe.
The facultative quality “mountain products” must become an imperative for mountain producers,
not only an option. Thereby, the European mountain legislative fund must be reconsidered through
the eye of green and blue deals desiderata.
Keywords: mountain tourism, entrepreneurship, accommodation and food service activities, art,
entertainment and recreation
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The Interplay of Emotions, Place Attachment, and Satisfaction: A Case Study
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Abstract
Attachment with a place is a key indicator in tourism research. The study proposed a theoretical
framework that consists of emotions, satisfaction, and intention to recommend as other variables
to show the relationship. The framework examines the impact of emotions on place attachment,
satisfaction, and intention to recommend. The study also examines the influence of place
attachment on satisfaction and intention to recommend. The study also examines the role of
satisfaction and place attachment as mediator between visitors’ emotions and intention to
recommend. The data were collected from domestic and international visitors during the
Khajuraho International Film Festival with the help of well-designed structured questionnaire.
Total valid responses were 364 out of 1000 distributed questionnaire. The model was tested with
Smart PLS 3.0. The results show that emotions of an individual significantly influence the place
attachment, satisfaction, intention to recommend. The study also found that place attachment
positively and significantly influences the satisfaction and intention to recommend. The interesting
finding of the study is that satisfaction and intention to recommend is insignificant in this case
study of Khajuraho International Film Festival. In addition, only satisfaction mediates the
relationship between tourists’ emotions and intention to recommend. Findings highlight the need
for researchers to incorporate emotions in modeling place attachment and offer implications for
marketers promoting Khajuraho as a tourist destination.
Keywords: place attachment, emotions, satisfaction, intention to recommend, India
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Abstract
In the post-epidemic era, rural tourism with low consumption, close proximity and high frequency
is favored. Most rural tourism products need to break the closed conditions of development and
design, comprehensively and systematically understand the motivation, needs and behavior
characteristics of rural tourists, and match with rural tourism products and services, so as to achieve
the breakthrough of tourist loyalty and the sustainable development of rural tourism. This study
aims to provide countermeasures for the development and management of rural tourism
destinations from the aspects of stimulating demand and eliminating obstacles, so as to improve
the overall competitiveness and sustainable development of rural tourism destinations in China.
This study conducted semi-structured interviews and exploratory research on tourists from tourism
demonstration villages with deep farming culture in central China and obtained the components of
rural tourism motivation and perceived constraints in the context of the normalized epidemic
situation. This paper further reveals the interaction mechanism between motivation and “negative
motivation”, discovers the independence between core tourism motivation factors and key
structural constraints of rural tourists, and constructs a complete mechanism model of the influence
of motivation demand on behavioral intention.
Keywords: rural tourists, perceived constraints, motivation, influence mechanism, willingness to
revisit
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A Research on the Determination of the Congress Tourism Potential of the
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Abstract
Famous for its fairy chimneys, valleys, caves, underground cities and monasteries, Cappadocia is
visited by many tourists every year. The region hosts various events such as congresses, fairs, and
festivals. Tourists visiting the region as participants of congress organizations also benefit from
other touristic products and services. Determining the convention tourism potential of the
worldwide known Cappadocia region is important in order to demonstrate that the region is an
important destination for congress organizations. Within this study, which was prepared in line
with this purpose, the SWOT analysis method was preferred to determine the convention tourism
potential of the Cappadocia region. First of all, convention tourism has been discussed in the
conceptual framework by making use of the national and international literature. Afterwards, a
questionnaire was applied to 15 business managers operating in the Cappadocia region, 15
academicians with studies related to the region, 20 graduate students studying tourism and 10
participants attending the congress in the Cappadocia region. Tables were prepared and analyzed
by taking the arithmetic averages of the obtained data. In the conclusion part of the study, in line
with the findings obtained as a result of the analysis, necessary suggestions were presented for the
relevant persons and organizations.
Keywords: congress, convention tourism, destination, Cappadocia region
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Changes in Employee Expectations and Human Resources Management
Functions During the COVID-19 Pandemic
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Abstract
As a result of the COVID-19 Pandemic, the working conditions of tourism enterprises are
constantly changing, mainly depending on the health factor. The pandemic affects almost all
sectors, especially tourism, and causes changes in employee expectations and the functions of the
human resources department. The roles of departments such as HRM are becoming increasingly
important in monitoring the standards companies must comply with, both in terms of hygiene
norms and health procedures. The importance of the study is that scientific research on the subject
at the national or international level are increasing day by day and these studies shed light on future
studies. The aim of this study is to examine how the human resources management functions of
the enterprises work during the COVID-19 pandemic, to determine the employee expectations that
arise in the process, and to reveal how the human resources functions are changed in the process.
The subject of the research is human resource management practices. These topics include job
analysis and job design, human resources planning, training and development, staff empowerment,
performance evaluation, wage management and reward system, recruitment and placement, job
security and organizational employee commitment. This study was carried out in different regions
of Northern Cyprus. The participants of research consist of 20 qualified professionals with at least
ten years of experience in tourism sector. In this case, qualitative research was chosen as the
research method. Oral interviews with a wide range of industry participants supported the research.
The COVID-19 pandemic and human resources have been researched in the literature and
hypotheses have been formed based on the findings. The obtained results are added to the
conclusion part.
Keywords: human resources management, HRM functions, employee expectations, COVID-19,
tourism
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Abstract
The global pandemic of COVID-19 has dealt a heavy blow to the hotel and airline industry, as
well as other economic sectors. Some world-renowned airlines and travel companies have closed
down, and the tourism and hotel industries are facing serious financial problems because demand
has actually dropped to an absolute minimum. How to reopen tourist destinations is one of the
biggest concerns of the tourism industry after COVID-19. In USA, travel industry urges president
Biden to quickly reopen international tourism. However, Macao, China, is the first tourist
destination in Asia to reopen tourist visa services to tourists from Mainland China, Hong Kong
and Taiwan starting from September 23, 2020 based on a resilience-based framework. In natural
disasters and emergencies, resilience is recognized as a crisis management tool that can ensure
business stability and adaptability to all types of risks. The resilience-based framework includes
resilience from government, non-governmental organizations, and all other stakeholders. In this
regard, this study uses a case analysis method to sort out and summarize the preparation and
operation measures for the reopening of tourism in Macao, China, and their impact. The key
measures identified include (1) anti-epidemic measures, (2) travel bubbles, (3) tourist rules, and
(4) preferential policies. In addition, the focus of management changes at any time due to the
fluidity of the epidemic. This study provides recommendations for the reopening of other tourism
destinations in Asia.
Keywords: COVID-19, tourism destination reopen, resilience, travel bubble, Asia
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Abstract
Over the last two decades, the tourism industry and its consumers have been under substantial
pressure due to a change toward a premium market centred on the customer experience (Nazir et
al., 2019). It is now accepted that the term luxury and its associated qualities have significantly
changed and that it is now regarded as a modified unconventional concept of luxury (Kauppinen
et al., 2019). However, research on luxury services receives relatively more minor attention and
results on this subject are few. A recent study by Kapferer and Bastien (2012) concluded that
services suffer mostly from a lack of research on how to exploit luxury qualities, which is due in
large part to a lack of suitable studies in the literature. The extensive literature analysis found that
tourists imagine a recollection, not an actual product, when they think of luxury. Instilling a strong
feeling of uniqueness in the buyer makes a product luxury (Hyun & Park, 2015). As a result, luxury
is a dynamic phenomenon rather than a static concept; what one generation considers luxurious
may be opposed to what the next or previous generation thinks luxurious (Banister et al., 2020).
Keywords: luxury, tourism, customer experience, service
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Abstract
Cultural tourism is an experiential activity (McKercher, McKercher and Du Cros, 2002). Its
contribution to the regeneration of local economies and the whole life of communities is
unquestionable (UNWTO, 2006). Cultural tourists could be conceived as liminal people who
during their travel are occupying a threshold state (Pritchard & Morgan, 2006), adopting a new
role with a different set of social structures and expected behaviours (McKercher & Lui, 2014).
Therefore, tourism destinations are considered as liminoid spaces (Turner, 1974), where liminoid
experiences take place as individualized leisure activities that are set outside of the everyday
structures of life (Turner, Harris and Park, 1983; Preston-White, 2004; Pielichaty, 2015; Bristow
& Jenkins, 2022). Cities, as cultural tourism destinations, are immersed in increasingly complex
conditions and hypercompetitive contexts (D’Aveni, 1994; Alén, Losada, & Domínguez, 2015).
This has forced them to review and represent history and heritage for the promotion of urban
cultures and entertainments (Maitland, 2010). However, some authors show how the
commoditisation of cultural tourism destroys the “authenticity” of the traveller’s experience
(Richards & Wilson, 2006; Wickens, 2017). In this sense, one of the major problems that
destinations face in this context is how to develop and manage their distinctiveness to produce
unique and ‘characteristic’ experiences (Richards & Raymond, 2000; Richards & Wilson, 2006).
In order to provide memorable experiences, it is important that urban destinations understand what
their visitors’ motivations are, how they interact with cultural spaces, as well as how the visitors
experience the destination (Pine & Gilmor, 1998). Understanding what drives consumers towards
a more immersive experience allows for more nuanced attention to generating corresponding
stimuli (Taheri et al., 2017). The present exploratory study approaches the analysis of urban
cultural tourists from the liminoid perspective to deepen the visitor experience at an urban
destination (Madrid, Spain). This qualitative study is based on in-depth interviews with (i) tourist
guides and (ii) cultural tourists. The research helps to understand the liminoid experience of the
cultural tourist in the urban destination. The results have allowed the proposal of a conceptual map
with the components of each phase, which reflects the systemic nature of tourism, where
emancipation and animation elements interact and complement each other. The practical
implications are aimed, mainly, at the managers of urban tourist destinations.
Keywords: cultural destination, culture landscape, liminoid experience, liminoid motivators,
culture visitor
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Abstract
In recent years, due to the uncontrolled development of the tourism activity and the negative effects
of mass tourism, the variety of touristic products, destination branding and sustainability continue
to be on the agenda. Thanks to the sustainability approach, which recommends providing
continuous access to natural resources, preventing activities that will permanently damage the
environment, and using the resources that will meet the needs of future generations without
compromising the general quality of life (Akoğlan Kozak, Evren & Çakır, 2013), new
developments such as eco-tourism, agro tourism, rural tourism concepts have been implemented,
also new practices, researches and projects have emerged. World Tourism Organization’s
(UNWTO) “best tourism village” project is one of these practices. The World Tourism
Organization is an organization that aims to promote responsible, sustainable and universally
accessible tourism. The organization has priorities such as keeping tourism on the global agenda,
increasing competitiveness, promoting sustainable tourism development, increasing the impact of
tourism on poverty reduction and development, improve knowledge, education and capacity, and
establishing partnerships (UNWTO, 2022). The World Tourism Organization launched a program
called The Best Tourism Villages in May 2021 to transform tourism and increase tourism’s
contribution to rural development and community welfare, reducing regional inequalities and
fighting the depopulation in rural areas. The Best Tourism Villages Label aims to recognize
villages that are an outstanding example of a rural tourism destination, with recognized cultural
and natural assets, that preserve and promote community-based values, products and lifestyles,
and have a clear commitment to sustainability in all aspects. With this program, villages that act
in line with sustainable development goals, preserve and maintain their local customs and cultural
heritage are selected as the best tourism village in the world. Moreover, it is underlined that it is
possible to transform the natural environment, biological and cultural diversity, local values and
lifestyle of the villages into economic value by focusing on tourism. In addition, the villages that
receive this label will be presented as a role model by UNWTO as well as increasing their
recognition in the international platform. While these villages become members of a network
where good experiences are shared, they will also be able to benefit from expert support in rural
development in both the private and public sectors. Villages included in this network will also be
able to participate in similar studies and events of UNWTO (UNWTO, Best Tourism Village,
2022). According to the definition of rural tourism by the World Tourism Organization, a village
must have a low population density and a maximum population of 15,000 in order to apply for the
best tourism village program. In addition, the village must be located on a land where important
traditional activities such as agriculture, forestry, animal husbandry or fishing are carried out, and
the locals should share their social values and rural lifestyle. Assessment areas of the best tourism
villages are as follows (UNWTO, Best Tourism Willage, 2022): Cultural and Natural Resources;
Conservation and Promotion of Cultural Resources; Economic Sustainability; Social
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Sustainability; Environmental Sustainability; Tourism Potential Development and Value Chain
Integration; Governance and Prioritization of Tourism; Infrastructure and Connectivity; Health,
Safety and Security. The application file of Mustafapaşa village to the program in cooperation with
the Cappadocia University and the Ministry of Culture and Tourism was evaluated by the World
Tourism Organization. After the evaluation, Mustafapaşa has been declared the “Best Tourism
Village”. The village, formerly known as Sinasos, stands out with its around 200 registered
structures, local culture and traditions, dating from the 9th century to the Middle Ages (Byzantine),
Ottoman and early Republican Periods. Mustafapaşa is a unique mosaic that succeeds in blending
the common life culture of non-Muslim and Muslim peoples before the Lausanne population
exchange with the culture of Macedonian immigrants who came through the exchange.
Mustafapaşa village has been selected as the best tourism village with the highest criteria, meeting
9 of the sustainable development goals. (1. No poverty, 3. Good health and well-being, 4. Quality
education, 5. Gender equality, 6. Clean water and sanitation, 8. Decent work and economic growth,
11. Sustainable cities and communities, 13. Climate action, 17. Partnerships for the goals).
Cappadocia University’s sustainability projects, efforts to protect tangible and intangible cultural
heritage and transfer it to future generations and understanding that prioritizes the relationship
between the academy and the sector contributed to meeting the criteria. Cooperation between
universities, local governments and the sector continues in terms of implementing 8 unmet criteria
(The Best Tourism Village, n.d; University of Cappadocia, 2022; Mustafapasakapadokya, 2022;
Miyako’dan Payitahta, 2022). In this study, it was aimed to introduce the label of “The Best
Tourism Village” and explain its criteria, also the reasons for the selection of Mustafapaşa as the
Best Tourism Village were revealed by using secondary data. Youtube and TV broadcasts on the
subject also provided supporting information to the study. Having labels such as the Best Tourism
Village is very important in terms of promoting destinations to the world and encouraging
conservation efforts. With the development of rural tourism, which is an important part of
Mustafapaşa destination, it is expected that there will be an increase in the quality and number of
services such as infrastructure, health, education and transportation. It will be possible to develop
the tourism market by creating an environmentally conscious, informed, educated and high-income
consumer demand. With the increase in employment opportunities, active participation of women
in business life will be possible. The fact that rural tourism is compatible with sustainable tourism
and its easy integration with other types of tourism makes it even more valuable (Avcıkurt &
Köroğlu, 2011). Mustafapaşa village is an important example of destination branding. Today, it is
the destination, not the country that creates the demand. Using different communication channels,
making innovative and interesting public relations activities and organizations that can take place
in the national and international press have effective results in the promotion of destinations (İlban
& Kömür, 2019). “The best tourism village” label, which Mustafapaşa received, is also one of the
factors that can have a significant impact on its promotion efforts. As stated in the 11th
Development Plan; specific to each destination and within the framework of focused
understanding; The development and management of tourism, including investment planning,
should be considered holistically, taking into account the planning hierarchy; sustainable tourism
practices should be developed with an environmentally conscious and responsible tourism
approach. Strategy, master plan and physical plans should be prepared on the basis of destination
and projects should be carried out (Strategy and Budget Department, 2022). It is important to attach
importance to destination-based planning, development and promotion efforts and to develop
projects in cooperation with local governments, NGOs and universities in this direction, and to
support sustainability by ensuring the participation of local people. Based on the example of
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Cappadocia University, which is the first and only university with a rectorate in a village in Turkey,
necessary infrastructure and superstructure works should be provided in order for villages with
similar potential to be centers of cultural values as well as tourism. In addition, as in the cittaslow
(slow city) movement that emerged as a reaction to the fast-food movement (Güven, 2013; Sağır,
2017), the formation of the “World’s best tourism villages” association should be ensured with the
new villages to be selected in the near future and It should be ensured that Turkey leads this
movement by rapidly adding new villages to this union.
Keywords: tourism village, rural tourism, Mustafapaşa village
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Abstract
Wellness tourism experiences can satisfy tourists’ need to pursue health, rejuvenate, reflect
spiritually, reduce fatigue, and relax the body; tourists can thus improve their health and subjective
well-being (Dillette, Douglas & Andrzejewski, 2021). Mueller and Kaufmann (2001) defined
wellness tourism as people leaving their daily environment and aiming to improve their health by
staying at hotels that provide professional healthcare services such as fitness classes, cosmetic
services, healthy diet, and relaxing meditation and mental activities, such that tourists can receive
physiological and psychological health benefits. Hjalager and Konu (2011) indicated that wellness
tourism requires professional personnel and institutions to provide healthcare services and
facilities to tourists, thereby satisfying their pursuit of health and improving their subjective wellbeing. Hudson, Thal, Cárdenas, and Meng (2017) studied the relationship between wellness
tourism experience and stress reduction indicating that tourists engage in wellness tourism mainly
because of stress in their daily lives and for health purposes by experience wellness services,
exercise, and healthy diet to improve imbalance between their work and life and receive health
benefits. Han, Kiatkawsin, Koo & Kim (2020) indicated that wellness tourism combines natural
environments such as spas and recreational facilities to provide wellness services, help tourists to
balance their body and mind, and improve their health. Past studies applied Ulrich’s (1984) stress
recovery theory to explore the psychophysiological effects of recreational experiences in nature
settings (Caltabiano, 1995; Ottosson & Grahn, 2005; Mackay, & Neill, 2010). Hartig, Mang, and
Evans (1991) argued that stress recovery theory is practical to understand the affective response
and physiological benefits of individuals; their study explored the emotional, mental, and
physiological aspects to explain the health benefits of recreational experiences while contacting
with nature. Ottosson and Grahn (2005) suggested that Ulrich’s (1984) stress recovery theory can
be used to understand the psychophysiological benefits of recreational activities and experiences,
such as stress reduction and recovery from fatigue. Previous studies on the psychophysiological
benefits have adopted experimental research design along with natural landscape images (Hartig,
Kaiser & Bowler,1997; Velarde & Tveit, 2007). Few studies thus far have explored tourism and
recreational experiences from environmental psychology and psychophysiological benefit
perspectives, particularly the perceived environmental restorativeness obtained by tourists
engaging in wellness tourism. This study aims to analyze whether the psychophysiological effects
of tourists engaging in wellness tourism can improve their positive emotions and subjective wellbeing. Therefore, the current study is to explore the psychophysiological benefits of tourists
engaging in wellness tourism; moreover, physiological measures are used to understand the
restorative effects of wellness tourism experience. The current study employed a quasiexperimental research design and pretest and posttest approach (Kim & Lee, 2018) to understand
the psychophysiological effects of recreational experiences in wellness tourism. According to
Ulrich (1981), heart rate is an objective indicator of psychophysiological arousal. When people
feel anxious or afraid, their heart rate and blood pressure increase. Park, Tsunetsugu, Kasetani,
Morikawa, Kagawa, and Miyazaki (2009) indicated that heart rate variability (HRV) can be used
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to understand the psychophysiological benefits of park recreation. HRV, which reflects
parasympathetic and sympathetic nerve activities, is a crucial indicator for measuring relaxation.
Accordingly, HRV is used in the current study by employing noninvasive HRV physiological
indices to measure the emotional status of participants engaging in activities of wellness tourism
Hotel Royal Beitou, the first wellness resort in Taiwan, was selected as the research site to study
the psychophysiological effects of different wellness activities. This study used noninvasive HRV
physiological indices to measure the status of participants engaging in activities of wellness
tourism and recorded the high-frequency (HF), Low-frequency (LF), and the LF-to-HF ratio of
HRV of the participants within a certain period of time. The QHRV equipment is an FDAapproved instrument is used for measuring physiological feedback. According to the suggestions
of Tarrant, Manfredo, and Driver (1994) and Chang, Hammitt, Chen, Machnik, and Su (2008), the
participants were tourists without major health conditions, such as heart diseases or high blood
pressure, or drug usage. In addition, the tourists had not taken stimulants that could affect the
experiment results, such as drugs or alcohol, in the previous 12 hours. Perceived environmental
restorativeness: this study referred to Kaplan and Kaplan’s (1989) attention restoration theory to
understand the perceived environmental restorativeness of wellness tourism experiences—which
are divided into four dimensions: being away, extent, fascination, and compatibility. This study
modified the perceived restorativeness scale from previous studies of Korpela, Hartig, Kaiser, and
Fuhrer (2001) and Laumann, Gärling, and Stormark (2001) Purcell, Peron, and Berto (2001).
Moreover, in assessing the subjective well-being and emotions, this study adopts the satisfaction
with life scale, proposed by Diener, Emmons, Larsen and Griffin (1985) and positive affect and
negative affect schedule (PANAS), developed by Watson, Clark and Tellegen (1988). The pairedsample t-tests was employed for examining changes in participants’ physiological responses. The
results of pair sample t-tests on physiological measures indicated that significant differences were
observed between the pretest and the posttest mean of wellness tourism activities in terms of heart
rates (t=-7.043, P<0.05), high frequency of HRV (t=3.27, P<0.05), low frequency of HRV
(t=5.096, P<0.05), LF/HF (t=3.150, P<0.05). Moreover, Pearson correlation analysis was used to
examine the relationship between perceived environment restorativeness (being away, extent,
fascination, and compatibility), emotions and life satisfaction. The correlation analysis revealed
that perceived environmental restorativeness of being away, extent, fascination, and compatibility
are positively related to positive emotions and negatively related to negative emotions. Moreover,
the result show that being away, extent were positively associated with life satisfaction. This study
aims to address the lack of research on the psychophysiological benefits of wellness tourism
experience. To do so, it employs stress recovery theory to examine the restorative potential of
wellness tourism experiences by investigating the effects of restorative environments and tourist
experiences on well-being. Further, this study contributes toward understanding the role of
restorative environment in the context of wellness tourism in promoting consumer’s well-being.
The findings can serve as a basis for enterprise application and academic development. The
following results are expected from practically introducing the theoretical application and
establishment processes to the wellness tourism. The findings of this research can provide insights
on marketing and promotion strategies for wellness tourism service providers with a focus on
providing psychophysiological benefits to wellness resort consumers. In addition, they further the
existing understanding on how wellness tourism products can improve the wellbeing of tourists.
Keywords: stress recovery theory, physiological measures, psychophysiological benefits,
positive emotions, subjective well-being
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Abstract
This investigation intends to understand the nexus between sustainable practices within ground
operations in airports, passengers’ perception of sustainability in airports, traveling behaviour and
sustainable tourism development in general. The researchers probe how key sustainable practices
such as airport structures and ecological designs notable within airport terminals, and biospheric
values of individuals as well as COVID-19 affect the behaviors, attitudes and perceptions of air
passengers towards airports, and travelling in general since the outbreak of COVID-19 pandemic.
The overarching aim of this study is to see improvement in sustainable tourism development, and
responsible tourism behaviours right from the points of entry to destinations across the world in
this COVID pandemic and post-COVID era, particularly in Sub-Saharan Africa (SSA). Thus, the
research seeks to examine the connections between sustainable practices within airports and
biospheric values of passengers, and the impact on passengers’ perception of sustainable
development performance of airports, and passengers’ responsible tourism behaviour within the
context of COVID-19 especially in SSA. Finally, the mediating roles of COVID-19, and airport
reputation are also examined by the authors. The authors adopt the extended theory of planned
behavior (TPBe), and sustainable economic development theory (SED) as the theoretical
foundation. The methodology for this study involves data gathering through administration of
questionnaire in a survey to a targeted sample (passengers), while quantitative method is used for
analysis using structural equation model (SEM). Findings reveal how factors such as biospheric
values of individuals and airports structures affect passengers’ perceptions of sustainable
performance within airports and airport reputations. The findings further reveal that there is an
elevated responsible tourism awareness, and airports’ sustainable practices consciousness among
travelers particularly in this COVID-19 era. Thus, the practical implication of the findings of this
study may influence airport management and tourism stakeholders in SSA to adopt more
sustainable and environmentally friendly practices in international airports operations especially
in this current COVID-19 and post-COVID-19 era. In addition, the study contributes to body
knowledge by expanding the sustainable tourism development literature from the perspectives of
biospheric value of air passengers, responsible tourism in tandem with COVID-19 pandemic, as
well as the convergence of these with sustainable practices in the aviation industry. Therefore, this
study intends to bridge the gaps in the literature on sustainable tourism as it relates to Sub-Saharan
Africa (SSA) in the context of passengers’ perception of sustainable development practices within
airport ground operations, responsible tourism and sustainable development in general.
Keywords: ecological designs, airport structure, sustainable practices, biospheric value, air
passengers
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Abstract
Recent decades have witnessed a progressive change towards healthier and more conscious eating
habits (Su et al., 2019). Consumption trends have raised a growing preoccupation with the origin
and nutritional aspects of foods (Liu et al., 2021). This is especially manifested in younger
generations such as Gen Z. Gen Z is a potent force with the ability to affect health and well-being
expectations around food consumption (Kılıç et al., 2021). This generation presents a difficulty
since it appears that they behave differently than previous generations, which may result in changes
in consumer behaviour (Schlossberg, 2016). They do not only actively participate in social media
conversations, but social media also exerts a great influence on their lifestyle and travel decisions
(Haddouche and Salomone, 2018; Barbe and Neuburger, 2021). According to Barbe and
Neuburger (2021), sustainability and climate change are still relevant subjects for Generation Z,
and influencers supporting sustainable travel are becoming more prominent on social media
platforms. Okumus (2021) highlights the significance of future food tourism research on food
waste, environmental problems, and sustainability challenges. Measures to reduce food waste in
the tourism industry are also crucial for combining a sustainable product with a sustainable demand
(Goh and Jie, 2019). It is also related to the interest of ethical consumption from Gen Z (Walters,
2021). The presentation analyses the impact of food activism on tourism experiences. This study
is based on qualitative techniques, conducting interviews with Generation Z social media users
from Instagram and TikTok focusing its activity on promoting sustainability through food
consumption and travelling. The participants were chosen based on their activity in social media
sharing culinary tourism material. This method of recruiting people is legitimate since practically
all activism today incorporates social media activities (Gretzel, 2017), and activism connected to
food consumption is also tied to community development (Rousseau, 2013). Thematic analysis
using Nvivo 13 was the approach used to analyse the results. Findings show the relevance of social
media to generate food-based information which creates awareness about food choices. Among
the theoretical and practical implications of the study, results reveal that pure food is a path to
experience a sense of place through sustainable options (for example, an organic product, an
ecological restaurant or a local market), attached to the culture and nature of a destination. Also,
this paper informs tourism services that must be ethical and responsible with their decisions. This
fact is a fundamental aspect to attract Gen Z.
Keywords: food tourism, Gen-Z, sustainable lifestyle, social media
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Abstract
Ecological cultural tourism can promote local tourism and economic development, but also can
play an important role in the local inheritance and protection of ecological culture. Therefore, the
interactive research of ethnic minority ecological culture activation and tourism development in
western regions is of important significance to the protection of ecological and cultural tourism
resources in western ethnic minorities. Ecological cultural tourism is an important way to activate
ecological culture and is of great significance in realizing the economic revitalization of ethnic
minority areas. This paper analyzes the overview of the resources and the development process,
analyzes the problems, the relationship between ecological culture activation and tourism
development, constructs the development mode for ethnic minorities and tourism activities in
western region to promote the common development of ecological culture activation and tourism
development in western region.
Keywords: ecological culture, tourism development, interactive research, ethnic minorities,
Onding Wa
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Abstract
This study aims to examine scientific articles about desert tourism in terms of bibliometric
indicators. Bibliometric data is taken from the WoS database produced by Clarivate Analytics. The
range of reviews of the literature covers the period from 1992 to September 6, 2021. The
bibliometric analysis technique was utilised in the study. VOSviewer (Version 1.6.16) package
program was benefitted to create and display bibliometric maps for network analysis of journals.
In the investigation, it was seen that there were 242 studies on desert tourism registered in the WoS
database between 1992-2021, and the first study was published in 1992. In the analyses made, it
was found that the most common type of publication about desert tourism was the articles with
180 studies. In the study areas related to desert tourism, it has been determined that environmental
sciences ecology has the largest share in the Wos category. In the network of the keywords related
to desert tourism; ecotourism, geotourism, bird watching is identified as tourism types; Dubai,
Iran, Qatar, and Botswana are identified as regions; and sustainability, tourism development,
heritage, natural attraction were revealed as other terminological expressions.
Keywords: desert tourism, bibliometrics, web of science, database
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A Scientometric Review of Artificial Intelligence in Tourism (2000-2021)
Rujun Wang, Yu Mu, and Ying Huang
College of Management
Sichuan Agricultural University, China

Abstract
With the increase in the application of artificial intelligence in the service industry, the
combination of tourism and artificial intelligence is becoming more and more close. However,
most of the existing research focuses on the algorithms and models of artificial intelligence, and
few scholars have systematically reviewed the intersection of tourism and artificial intelligence,
this study is based on scientometric, reviewing and sorting out 2689 relevant literature published
in 2000-2021, and achieving the three purposes of status carding, hot spot snooping and trend
prediction. First, through the participating locations, institutions and authors of collaborative
networks, the main sources of AI-related research in tourism and their distribution patterns are
identified. Secondly, the research hotspots in the field of tourism artificial intelligence are located
at this stage by basing on literature co-citation and keyword co-emergence analysis. Finally, based
on the emergent perspective, the knowledge graph is drawn to reveal the frontier issues and
research trends of artificial intelligence in tourism. This paper is the first systematic review of
Citespace since the emergence of tourism artificial intelligence, and the results of this study will
provide valuable information for researchers and practitioners to further explore the convergence
of tourism and artificial intelligence.
Keywords: artificial intelligence, tourism, Scientometric, CiteSpace, review
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Abstract
Studies on ethnic tourism have mostly focused on the impact of individual cases of ethnic tourism
development (Gao, Lin, & Zhang, 2021; Lor, Kwa & Donaldson, 2019) or local residents’ attitude
toward the development of ethnic tourism (Wang, Shen, & Ye, 2020). Few studies have
investigated the consumer psychology and consumption behavior of tourists partaking in ethnic
tourism. Richard (2002) noted that managers of tourist destinations who provide products and
services that imitate trends or those of successful companies are unlikely to survive among fierce
competition. Therefore, the development of ethnic tourism requires an understanding of tourists’
consumption psychology and consumption behavior to create unique, tourist-oriented activities,
products, services and packages. A review of the literature reveals that few studies have explored
the consumer psychology and consumption behavior of tourists partaking in ethnic tourism. In
order to predict tourists’ behavioral intention, understanding tourists’ consumption psychology
and purchase behavior is an important mission for business managers of the tourism industry. A
review of the literature reveals that many theories have been developed to explain certain aspects
of human behavior. Among them, the theory of planned behavior is highly influential and the most
frequently used theory to explore individuals’ intention to engage in specific behaviors (Ajzen,
2002). Several studies have used this theory to explain and predict tourists’ participation in
different types of tours and their visits to tourist attractions (Huang, Dai & Xu, 2020; Lam & Hsu,
2006; March & Woodside, 2005; Oh & Hsu, 2001;). Most empirical studies have indicated that
the theory can explain tourists’ behavioral intention and travel behavior. For example, Oh and Hsu
(2001) used the theory to explain volitional and non-volitional gambling behavior, and the results
indicated that attitude, subjective norms, and three types of perceived behavioral control exhibited
considerable explanatory power in predicting gambling behavior in casinos. Among the various
influential factors, personal values exhibit a marked effect on behavioral patterns (Rokeach, 1973).
Raval and Subramanian (2004) indicated that values affect cognition, behavior, and decisions,
cause behavioral changes, and provide an insight into consumers’ mindsets and habits. Pitts and
Woodside (1986) examined the effect of personal values on tourists’ decisions and discovered that
tourists with different personal values make different travel decisions. In 1988, Homer and Kahle
conducted a case study on consumers’ shopping behaviors for natural foods by introducing the
value–attitude–behavior hierarchical model. The model revealed the correlations among values,
attitude, and behavior and showed that the correlation between attitude and shopping behavior was
more pronounced than that between values and shopping behavior. This result verified the
mediating effect of attitude in the hierarchical relationship between values and shopping behaviors.
Several scholars have supported and continued to use the model. For example, Shim and Eastlick
(1998) used the model to determine whether racial identity affects personal values, attitude, and
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purchase behavior; they discovered that personal value dimensions, such as self-actualization and
social affiliation, strongly affect consumer attitude toward shopping in regional shopping centers.
Consumers’ personal attitudes directly affect their shopping behavior, whereas their personal
values indirectly affect their purchase behavior. A review of the literature indicates that few studies
have applied this model to explore tourism consumption behavior. Therefore, this study determines
the applicability of the model in the tourism industry. This study applies the value–attitude–
behavior hierarchical model and theory of planned behavior model to explore the effects of
personal values, attitude, subjective norms, and perceived behavioral control on behavioral
intention and the effects of different personal values on behavioral intention. Few studies on the
leisure and tourism industry have investigated this topic. Therefore, this study provides theoretical
and empirical support for other studies and practical implications because managers in the ethnic
tourism industry may reference this study to develop new marketing strategies. Accordingly, this
study is expected to achieve the following objectives:1. Creating an analysis model (for reference
purposes) for scholars and business managers in the leisure and tourism industry to explain and
predict the behavioral intention of tourists in the context of ethnic tourism.2. Verifying the
interdisciplinary use of the value–attitude–behavior hierarchical model and theory of planned
behavior. 3. Filling the gaps in the literature related to tourists’ consumption psychology and
consumption behavior in the context of ethnic tourism. This quantitative study collects data
through a questionnaire and adopts the systematic sampling method. The participants are tourists
who had visited the Qalang Smangus, Gluban, and Kunadavan tribes in central Taiwan. The
questionnaires were distributed to the participants before leaving the tribes. To obtain a larger
sample size within a short period of time, this study employs the self-report method, whereby
participants complete the questionnaires by themselves. The interviewers carried a notebook and
assisted the participants in completing the questionnaires. Before the questionnaires were
distributed, the interviewers received professional training in questionnaire interviews. To ensure
that the questionnaires were completed correctly, only those aged 18 years or older and willing to
complete the questionnaire were sampled. To prevent deviation and homogeneity in the samples,
only one or two tourists from a single group or family were selected. The sampling period is from
December 2019 to February 2020, a peak tourist season, and sampling and questionnaire
distribution were conducted on weekdays and weekends. This study can serve as reference for
subsequent studies on the relationship between tourists’ consumer psychology and their purchase
behavior in the context of ethnic tourism, thereby filling gaps in the literature on the leisure and
tourism industry. In accordance with the suggestions of Homer and Kahle (1988), this study
determines the applicability of the value–attitude–behavior hierarchical model in interdisciplinary
research by applying the model to the tourism industry to explain the relationships among tourists’
values, attitude, and behavioral intention. The results will demonstrate the interdisciplinary
applicability of the model and will be able to serve as reference for subsequent studies. This study
applies the theory of planned behavior to explain and predict the behavioral intention of ethnic
tourism tourists and verifies the applicability of the model to studies on the leisure and tourism
industry.On the basis of the literature (Hsu et al., 2013; Raval & Subramanian, 2004), this study
investigates the effects of personal values on consumption behavior and the effects of tourists’
values on their behavioral intention in the context of ethnic tourism. The objective is to identify
the consumption characteristics of tourists in ethnic tourism and filling gaps in the academic
research. Identifying methods of retaining the characteristics and appeal of tourist attractions while
responding to the demands of tourists and their consumer psychology is a crucial challenge for
business managers in the leisure and tourism industry. This study constructs a model to explain
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and predict the behavioral intention of tourists in ethnic tourism and determines how their values
and factors related to consumer psychology affect their behavioral intention. The results may help
business managers develop effective marketing management strategies to increase the
competitiveness of their businesses. In the era of the experience economy, tourists have become
more proactive than ever, and their consumption demands and characteristics change constantly.
This study offers an integrated, consumer-oriented approach that enables business managers to
understand tourists’ consumer psychology and develop products and services that satisfy their
needs and appropriate marketing strategies. Business managers in the tourism industry should
combine ethnic tourism with creative concepts to develop unique tourist attractions and products.
Keywords: value-attitude-behavior hierarchy, the theory of planned behavior, personal values,
behavioral intention
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Abstract
The hospitality industry is playing its important role in world’s economy, but also facing adverse
impact on both socially and environmentally aspect of the society. Therefore, this study examines
the direct influence of internal CSR and external CSR on creative performance and extra-role
behavior in hospitality industry. Moreover, the study also addresses the mediating role of
organizational identification and ethical leadership in cross-cultural context. Using multirespondent, and time-lagged data collection strategy, the responses from 239 UK and 260 Pakistani
upscale hotels’ employees were collected. The results exhibit significant cultural differences in
Pakistani and UK hospitality industry as internal CSR as relatively stronger influence in Pakistani
situation, while organizational identification mediates the relationships. Additionally, the results
also confirmed that ethical leadership moderates the association of internal CSR and external CSR
with organizational identification in both cultures.
Keywords: internal CSR, external CSR, organizational identification, OCB, creative
performance, hospitality industry, cross-cultural study
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The Glamour of Air Travel: Understand the Role of Customer Experience
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Abstract
The service industries are gradually acknowledging the significance of producing “wow” aspect
in customer experience evaluation especially in fierce competition among airlines. There are key
questions to be answered in future studies on belatedly recognized associations of services
experience. Among several gaps to fill, this research aims to examine the influence of servicescape
on service experience and its outcomes – customer citizenship behavior, experience intensification
and experience extension in airline industry. Additionally, this study also determines the
moderating role of arousal between service experiences and dependent variables. A highly
structured and self-administered questionnaire was used to collect the data from 1033 tourists who
travel inbound or outbound first time in Airbus A-380 of two international airlines. The results
revealed that substantive staging was significantly associate with customer experience evaluation
and experience intensification, whereas multigroup analysis discover significant differences in two
airline companies. The implications of this research and limitations are also discussed.
Keywords: servicescape, service experience evaluation, customer citizenship behavior, air
travel, Airbus A380
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The Role of Virtual Reality in Tourism Marketing: An Approach From the
Stimulus-Organism-Response Model
Thanh Ngoc Le-Nguyen
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Abstract
The main objective of this present work is to study the most important factors that elicited tourists
to visit a destination after viewing Virtual Reality (VR) tourism advertising. Based on the stimulusorganism-response (SOR) model, this study develops and tests a theoretical framework including
the relationships between sense of presence, cognitive and affective responses, and potential
tourists’ visit intention. A questionnaire-based survey was conducted with a sample of 164
participants who currently live and work in Vietnam. The findings show that VR tourism
advertisements with a high sense of presence prompted high tourists’ visit intention, and this effect
was mediated by cognition and affection. The result offers valuable insight to help Destination
marketing organizations (DMOs) design VR tourism commercials to promote attractions for
potential tourists and increase visitation.
Keywords: virtual reality (VR), stimulus-organism-response (S-O-R), tourism marketing, digital
transformation, consumer behavior
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Exploring the Antecedents of Tourists’ Intention to Visit a Destination in the
Digital Era
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Abstract
Due to the constant changes in tourist behavior by digitalization and over information, it is
interesting to study the antecedents of the intention to visit a tourist destination. Travelling allows
the tourist to explore, discover and evaluate himself. It can be found psychological factors such as
motivation, self-concept and self-image; social factors such as age; and stimulus factors such as
experience with the tourist destination. Furthermore, the prestige towards a brand can influence
the tourist’s perception of well-being and brand identification, which can affect brand loyalty and,
therefore, the intention to visit. This study aims to analyze the relationships among different
variables such as self-exploration, prestige and the intention to visit a tourist destination. For the
development of the research a questionnaire was designed. A structural equation model was
estimated to test the proposed hypotheses. The results show that self-exploration and prestige are
predictors of the intention to visit a tourist destination. In this respect, travel agencies should
generate tourist packages by considering the different variables studied in order to awaken the
interest of visiting a particular tourist destination, and the changes produced in tourist behavior by
the evolution of digital media.
Keywords: self-exploration, prestige, intention to visit, digitalization
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Mahmood Globi1, Lhassane Idoumghar1, and Shiva Ilkhanizadeh2
1

IRIMAS
University of Haute-Alsace, France
2

School of Tourism and Hotel Management
Cyprus International University, North Cyprus

Abstract
The facility location problem is a well-known NP-hard problem in Operations. Location selections
are unquestionably one of the primary strategic choices that have a substantial impact on an
enterprise’s profitability. One application of facility location problems is determining the best
locations for establishing a chain of restaurants in a metropolitan area. The related literature suffers
from the lack of studies addressing the application of facility location modelling in the restaurant
industry. The main reason could be the lack of collaboration between the computer scientist and
mathematicians with the researchers in the tourism industry. The few studies in this domain have
just focused on the traditional problem without considering the application of new technologies,
such as drones, in the restaurant industry. Drones are an efficient means for last-mile delivery,
especially in the restaurant industry. This study aims to determine the best location for establishing
drone-equipped branches of a restaurant chain. The main objective is to minimize the travelling
time of customers to reach the units, plus the drones’ flying time to satisfy delivery demands. After
developing a new mathematical formulation for this problem, one metaheuristic algorithm would
be used as the solution method.
Keywords: facility location problem, restaurant industry, drone, last-mile delivery
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Accessible Tourism in the Era of COVID-19
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Abstract
Tourism, which is accepted as one of the 3 largest industries in the world, needs to consider
creating a positive visitor experience, which is an important factor in tackling the great stalemate
it is in during the COVID-19 period. Therefore, all factors that contribute to a positive visitor
experience, especially accessibility, should be considered. The accessible tourism market, which
consists of all persons with disabilities, people over the age of 65 and families with children, is a
niche market with specific needs and where differentiation strategies can be applied. In this study,
a brief presentation of the term accessible tourism, current research in this area, and the importance
of considering the accessibility opportunity of the tourism industry in the COVID-19 era are
emphasized.
Keywords: accessible tourism, disabilities, market potential, COVID-19
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Abstract
The world is trying to keep up with the COVID-19 pandemic’s new normal conditions. The
ongoing pandemic has adversely affected global tourism sectors and their activities like all sectors.
Therefore, world countries have started to develop new tourism policies to restructure tourism and
reduce the effects of the pandemic. For this, many short-term strategies, such as especially
vaccination and safe tourism activities, have been implemented. A full resumption of tourism is
expected by tourism organizations, such as destination management organizations, businesses,
institutions, agencies, and potential tourists who could not participate in tourism activities during
the pandemic. These expectations are voiced in social media, today’s most important
communication tool that supports digital activism movements by reaching many users
simultaneously. Twitter, one of the social media platforms discussed in the current research, is a
platform where individuals and institutions can share their views on various issues and interact
quickly with no limitations. Twitter is the most popular microblogging platform where individuals,
companies, institutions, and governments communicate and reach target audiences. Twitter is a
considerably effective platform to initiate various communication processes for tourism strategies,
projects, and announcements and take sector-related decisions (Ćurlin, Jaković, & Miloloža,
2019). These days, when the adverse effects of the COVID-19 pandemic continue, various
initiatives are made on Twitter in order to restructure tourism. For example, individuals and
institutions are communicating with the hashtags #RestartTourism and #Rebuildingtourism to give
impetus to tourism during the pandemic period and beyond and also sharing views on the future
of tourism through the relevant tags. The current study aims to define the direction of
communication activities shared with the tags #RestartTourism and #Rebuildingtourism and to
reveal the outline of the shared content by determined themes. The current study seeks the answers
to the following questions: 1) What contents are covered by the communication activities for the
resumption of tourism after the pandemic? 2) What comments are made about institutions,
governments, destinations, and tourism types in this period? 3) What subjects have been covered
in the COVID-19-related projects, events, policies, and strategies in the tourism sector? 4) What
are other hashtags associated with #RestartTourism and #Rebuildingtourism? The results obtained
from these questions will support the determination of activities or strategies that are effective in
the resumption of tourism by using social media, which is one of the most effective communication
tools during the pandemic period. It is thought that this research will contribute to the literature by
providing suggestions on defining the direction of tourism policies and strategies. Websites and
social media as communication channels can provide valuable data for content analysis. Web sites
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and social media accounts have been frequently used in qualitative research in recent years, as they
contain large-scale individual, interpersonal, organizational data appealing to large audience
masses, as well as easily accessible (Herring, 2010). Therefore, the case study design, one of the
qualitative analysis methods, was used to examine the views on social media activity (motivation)
that occurred for the resumption of tourism. Qualitative research focuses on how individuals
construct reality as they interact with their social world. In addition, it tries to understand the
meaning of the phenomenon through those who experience it (Merriam, 2015). The phenomena
that are the subject of the research are pandemics and tourism. Case studies, which try to reveal
the relationship between these two phenomena through social media, are studies that determine
the situation or situations that answer the questions of how and why about the phenomenon of
interest. The case study has five components. These components are: 1) Creating the research
questions 2) Assessing the suggestions, if any 3) Defining the units of analysis 4) Logically linking
the suggestions with the data 5) Creating criteria for interpreting the findings (Yin, 2003). Sticking
to the specified components (except for the suggestions), the data obtained by the hashtag research
(hashtag: #RestartTourism- #Rebuildingtourism) on Twitter was compiled and subjected to
content analysis through the themes created by the researchers. Content analysis is versatile to be
applied to texts, images, and audio data (Stemler, 2015). In general, content analysis is a social
science method of examining the content systematically, objectively, and quantitatively (Herring,
2010). In order to apply the content analysis, firstly, the data were analyzed one by one, and themes
were created. Nine themes were identified: connections, countries, labels, special days,
policy/project and strategies, sustainability, COVID-19, tourism types, and mobility. The files and
themes complied from the data are defined in the MAXQDA’18 software program. The data were
analyzed by means of coding; word cloud was created from the visual tools tab, code frequencies
from the analysis tab, and a single code model from the MAXDictio tab of the software program.
The analysis has shown that the tags (hashtag) are prevalent in social media. It has been observed
that COVID-19-related content (tweets) is frequent, and this is usually associated with the
#RestartTourism hashtag. As to the countries, noteworthily, African continent’s countries are the
most popular. The United Nations World Tourism Organization has been determined as the most
frequent to use the hashtag #RestartTourism and #Rebuildingtourism. It has been determined that
travel agencies use the hashtag #RestartTourism- #Rebuildingtourism in their promotional
activities on Twitter.
Keywords: tourism, social media, restart tourism, rebuilding tourism, content analysis
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Abstract
The sustainability of tourism is one of the most emphasized issues in recent years, and it has changed
tourism types and trends. While the concept of sustainability makes its importance felt in every field,
it is also among the primary principles that require high obligations from all stakeholders in tourism.
One of the issues that sustainability focuses on in tourism is responsibility. Responsible tourism aims
at great principles: to minimize negative environmental, social, and cultural impacts, provide more
economic benefits for local people and increase welfare, get local people to participate in decisions
that will affect their lives and opportunities, make positive contributions to protecting natural and
cultural heritage, provide tourists with more enjoyable experiences within sustainable principles
(Manente, Minghetti, & Mingotto, 2014). So far, studies have investigated the procedures that touristic
businesses and stakeholders must comply with to satisfy the tourist in the scope of the concept of
sustainability. However, not enough literature exists on the responsible behavior of the tourist.
Carrying the belief that the definitions of responsible tourists are insufficient, the current study has
been set out to define the responsible tourists’ behaviors from the perspective of all tourism
stakeholders. The research will shed light on society and the tourism sector, by ethical rules suggested
in the model created for the responsible tourist typology. The research has sought answers to the
following questions: Who is the responsible tourist? What are the ethical principles that the responsible
tourist must comply with? What are the responsibilities of individuals as potential tourists? What is the
responsible tourist typology? The qualitative research method was used to answer these questions.
From the qualitative research designs, the descriptive phenomenological design dealing with the cases
was preferred due to its suitability to the research. The research phenomenon is the responsible tourist
concept. The current study has evaluated the opinions of individuals who perceive or imagine
responsible tourists and their behaviors. The universe of the research consists of tourism stakeholders.
The research sample comprised 30 people, formed by at least three people from each stakeholder
category. Data were obtained by interviewing the people included in the sample with a semi-structured
interview form, face-to-face, over the phone, or via online video conference. The obtained qualitative
data were deciphered and documented and defined in the software program. The main theme and subthemes determined by the researchers were defined in the code system of the software program and the
data were read one by one and coded. As a result of the coding, the data analyzed for content analysis
were visualized as a word cloud, code cloud, subcode statistics, and code subcode segments model. As
a result of the analysis, opinions were expressed that the responsible tourist should be more sensitive
to the environment and society and adopt global ethical codes. Considering the study results,
suggestions were presented to the society, tourism sector, and destination management organizations,
especially tourists, in line with planning, behavior patterns, and ethical rules.

Keywords: sustainability, responsible tourism, responsible tourist, qualitative research
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Abstract
Religion, ethnic origin and geopolitical position have affected cuisine culture as they have
influence in each part of a culture. Hatay, which is located as crossing bridge between continents
because of its strategic location, has been one of the cities that has an important role in
differentiation of people’s physiological, biological and ethnical genesis. Hatay has embodied
different civilizations since the earliest times of history. Many civilizations from Ancient Greece
up to now and from Hurrians to Hittites, Aramaeans to Phoenicians, Assyrians to Urartians many
important civilizations and their cultures have existed in Hatay. Hatay where people with different
religions and ethnic identity have lived altogether from the ancient times has this cultural heritage.
Turkish people come first and Arabs come second among the nations that have lived in Hatay in
terms of population. Circassians, Uzbeks and Armenians among groups with other ethnical origin
are a diversity in Hatay’s cultural mosaic. The most common religion in Hatay is İslam and the
others are Christianity and Judaism. There are more that 200 sorts of dishes in Hatay cuisine which
creates many tastes that are hardly found in any of cuisine culture with their originality of different
cultures and identities. In this study it is aimed to find out whether religion, ethnic origin and
Hatay’s geopolitical position have influence on cuisine culture or not. These three factors are
analyzed and identified that they have great influence on Hatay cuisine culture in the study.
Keywords: Hatay, religion, multi culturalism, cuisine culture, strategic position
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Abstract
As the tourism market and the demands of the travelers have started to change, alternative tourism types
and new holiday conceptions have emerged rather than sea-sand-sun (3s) holidays. Gastronomy tourism is
also seen as one of the alternative tourism types formed as a result of bringing together new touristic
products in order to give a new direction to the traditional holiday understanding (Hacıoğlu & Avcıkurt,
2008). If examined the relationship between gastronomy and tourism, these two different concepts are
actually inseparable. Besides the countries have their own food and beverage culture, which creates their
own cuisine. So the gastronomy culture of a destination offers unique tourists experiences. As tourists want
to seek new and unique experiences and alternative forms of tourism, gastronomy becomes one of the most
important visiting purposes. Gastronomy is now considered the crucial part of a destination visit and is
therefore of great importance (Rand & Heat, 2006). The main purpose of this study is to express the power
of gastronomy to attract the tourists to the destinations. In the context of the world tourism, all countries or
regions that have gastronomic sources try to work out their own gastronomic tools in order to be different
from their competitors and to progress in terms of tourism by getting competitive advantage in the market.
When investigated the development process of tourism, the services related to gastronomy were seen as
supportive services for a long time, and they were not considered as factors that can attract tourists to
destinations alone (Kivela & Crotts, 2005). However, the studies conducted in recent years show that it has
been revealed that food and drink have the power to attract tourists to the destination. (Quan & Wang, 2004;
Santich, 2004; Long, 2004). When examined the literature, in the tourism movements that have developed
in recent years and defined as a new trend, food and beverage tasting is seen as the main and only goal, and
defined these tourism activities, as gastronomic tourism, culinary tourism, food tourism (Santich, 2004;
Long, 2004; Quan and Wang, 2004; Ignatov & Smith, 2006; McKercher et al.2008; Smith & Xiao, 2008;
Horng & Tsai, 2010).
Keywords: gastronomy, tourist attractions, cuisine and culture, tourism marketing
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Abstract
Culture, history, natural attractions are among the key motives of travel (Otoo & Kim, 2020). One
of the most important attractions that make destinations more appealing is the museums. Museums,
which are one of the indispensable parts of the tour programs of the people visiting the destination,
play an important role in satisfying the curiosity of people, especially about history and culture.
As a pull motivation factor (Crompton, 1979), museums can also be the main extrinsic driver that
lead to the choice of a certain destination. Visitors, especially special interest tourists who are
interested in museums are excited to see the collections of museums. Therefore, the travel choices
of those special interest tourists can be structered by their interest in museums. Along with the fact
that museums are important attractions in tourism, different museums have started to emerge. One
of the museums that emerged in this context is the city museums. City museums can be
characterized as a combination of museums that reveal and reflect all the elements of the city. City
museums play an important role in developing urban identity and awareness of urban society and
improving mutual understanding between different ethnic, religious, cultural and social groups
living in the city. In addition, the main purpose of city museums is to help people play an active
role in the preservation of historical heritage in the city, and to help promote the city as a whole
and in depth. As a result of the literature review on museums in the field of tourism, it has been
determined that the focus is on the service quality of museums; visitor motivation and satisfaction;
visitor behavioral intentions; the elements that make museum visits attractive, museum experience
and the place of museums in the tourism sector (Arslan, 2014; Caldwell, 2002; Harman &
Akgündüz, 2014; Nowacki, 2005; Wu & Li, 2015; Yücelt, 2000). Although there is a rich literature
about city museums around the world, there are limited studies on city museums in Turkey. In this
context, it is determined that there is no study has general review covering all city museums in
Turkey and also no research examines the websites of city museums in Turkey in terms of
accessibility and content. Considering that the first interaction of the visitor’s first contact with the
museum is through the website, the importance of having a sufficient website in terms of content
can be understood. For this reason, it is thought that examining the city museums in Turkey is
beneficial for city tourism, museum managements and also for visitor experience. Based on the
gap found in the literature, this study aims to examine the accessibility of city museums in Turkey
as touristic products. In this context, secondary data on 38 city museums in Turkey were evaluated.
Using the content analysis method through secondary data, what features the city museums have
as touristic attractions and whether the promotion of these features is included in their web pages
were investigated. In this study, the research scanning model was used through the websites of the
city museums providing information about the history and culture of the cities in Turkey. Scanning
model as a research method aims to describe a situation that exists in the past or today as it is. The
event, individual or object that is the subject of the research is tried to be defined as it is with an
objective outside observation (Karasar, 2006). The universe of the research is all city museums in
Turkey. Although there is no statistical data on the number of city museums in Turkey, the number
reached by the researchers as a result of scanning is 38. As a result of the literature review, some
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parameters were determined in the examination of the reports to be discussed in the study. First
parameter is existence of a website, and if there is a website for that specific city museum other
parameters were started to be scanned. Those parameters are language selection possibility,
general information about the museum (collections, history, the number of the visitors of the
museum for a period of time etc.), contact information (phone, address, e-mail), visitor information
(visiting hours, fees, transportation etc.), collection information (exhibition catalogues, book series
etc.), the presence of a restaurant / cafe / store, having social networks, the availability of virtual
tours, and accessibility for the disabled. As a result of the scanning, it was determined that only 7
of the 38 museums has their own websites. These museums are; Ahmet Piriştina City Archive and
Museum, Antalya City Museum Urban Memory Center, Bursa City Museum, Eskişehir
Metropolitan Municipality Urban Memory Museum, Sakıp Sabancı Mardin City Museum and
Dilek Sabancı Art Gallery, Samsun City Museum and Tire City Museum. Apart from these
museums, information about other city museums is usually displayed on the websites of the
municipalities of the province or district where it is located, or the Culture and Tourism Directorate
affiliated to the Ministry of Culture and Tourism. When we look at the language selection
availability in the websites of the 7 museums, it is seen that this opportunity is offered in only 3
museums which are; Sakıp Sabancı Mardin City Museum and Dilek Sabancı Art Gallery, Samsun
City Museum and Tire City Museum. General and historical information is available for all 7
museums in their websites. It is also possible to reach general information and historical
information about city museums from the websites of the municipalities of the province or district
where the museums are located, or the websites of the Culture and Tourism Directorates of the
Ministry of Culture and Tourism, and the social media tools of the museums. Although detailed
information about museums cannot be reached from these channels, this information is mostly
limited in terms of general features and history. It is possible to reach general information about
34 of 38 city museums and historical information of 29 of them from virtual environments. When
the contact information of the museums such as telephone, address, e-mail is examined in terms
of access, the information of only two museums cannot be reached. These are Darende City
Museum and Tokat City Museum. This situation creates a disadvantage for museums by negatively
affecting the transportation opportunity to the guests. Visiting hours of museums, fees,
transportation, etc. Looking at the visit information, it is not possible to reach the information
about 7 museums. The above-mentioned museums have a website, general information about the
museum, history, contact information such as telephone, address, e-mail, visiting hours, fees,
transportation, etc. Parameters such as visit information are the criteria for which the most
information can be accessed compared to others. General information about 34 of 38 city museums
and historical information of 29 of them can be accessed from virtual environments. When
examining whether the museums have contact information such as phone, address, e-mail, it is not
possible to reach the contact information of only 2 museums out of 38 museums. These are
Darende City Museum and Tokat City Museum. This situation creates a disadvantage for the
museums since it can affect the access of the guests to the museum in a negative way. When
visiting information such as visiting hours, fees, and transportation of museums are examined,
visitor information for 7 out of 38 museums cannot be reached. In terms of publications such as
collections, exhibition catalogues, and book series, it is determined that collection information of
three museums (Ahmet Piriştina Kent Arşivi ve Müzesi, Ödemiş Yıldız Kent Arşivi ve Müzesi,
Havran Kent Müzesi), exhibition catalogs of four museums (Ahmet Piriştina Kent Arşivi ve
Müzesi, Bursa Kent Müzesi, Ödemiş Yıldız Kent Arşivi ve Müzesi, Havran Kent Müzesi) and
publication information such as book series are shared. When the number of visitors to the
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museums is examined, it is seen that only Havran City Museum shares this information.
Considering the presence of restaurants, cafes, store in the museums, it was seen that there were
five museum-owned businesses. These are Kemaliye City Museum, Sakıp Sabancı Mardin City
Museum and Dilek Sabancı Art Gallery, Bornova City Archive and Museum, Samsun City
Museum and Adile Baysal Culture and Art House. While these enterprises are mostly owned by
the museums, some of them belong to the municipality of the region where the museum is located.
Considering the social media (Facebook, Instagram, and Twitter) usage status of the museums, it
is seen that 24 museums have social media accounts. Effective use of social media is an important
opportunity for museums since it creates an opportunity to reach large audiences. Moreover, with
the development of technology, virtual museum tours are now more common around the globe.
As it creates easy access and interaction with audiences, it is important to be able to apply this
technology in museums. Therefore, whether there are applications of virtual tours in those 38 city
museums has also been examined. Accordingly, it is found that only three museums (İnegöl City
Museum, Karaman City Culture Museum and Samsun City Museum) provide such an opportunity.
There are inclusive, adaptive, accessible applications in many fields, including tourism, in order
to provide equal opportunities for people with disabilities. In this context, information regarding
the suitability of city museums for disabled visitors was also searched. However, no information
found about the accessibility and usability of museums for disabled people among the museums
examined. This study tried to emphasize that city museums are an important touristic product and
to reveal the pros and cons of city museums in Turkey as touristic products. One of the
shortcomings highlighted by the study was the lack of shops in museums. The shop is seen as
commercial opportunity for museums (Kotler and Kotler, 2000). Apart from the commercial
contribution, it also has social contributions. For instance, the shop can extend the learning
experience of museum visitors through its merchandise selection (Kent, 2010). Moreover,
nostalgic goods for collections and a personal reminder of a museum visit can enhance the
experience of the museum (Kent, 2010). The fact that the museums examined in the study do not
offer a recreational shopping experience appears as a shortcoming. Another important finding of
the study is lack of technological opportunities (e.g.virtual tours) in city museums in Turkey. As
an extension to the real museum experience new technologies such as Virtual Reality (VR) and
Augmented Reality (AR) started to be used by museums. The effective use of those technologies
can contribute the learning experience of visitors. Also, co-creation of value can be enhanced for
visitors’ pre-visit, onsite and post-visit experience through educational, more personalized,
interactive and memorable museum experience offered by those technological opportunities (Jung
& Dieck, 2017). Few museums examined in this study benefit from these technologies means that
museums underestimate their potential. City museums are important in terms of sustaining the
cultural heritage of the cities and also contributing to the tourism of the region. For this reason, it
is thought that city museums should be included in the tour routes organized especially within the
scope of city tourism. In addition, it is necessary to promote the city museums more effectively
through public institutions. In particular, incentives should be offered for tour planners to include
city museums on their tour routes. City museums have social media accounts, but awareness
should be increased by more effective use of social media tools. Within the scope of this study,
only city museums in Turkey were evaluated. In future studies, city museums in Turkey and city
museums in different countries can be compared in terms of their involvement in tourism activities
as touristic products. It is expected that the findings of the study will contribute to the literature
and the sector, especially since a limited number of research has been done in the tourism literature.
Keywords: museum, city museum, touristic product
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Abstract
The concept of smart tourism is a tourism concept that has become a popular topic in Turkey in
recent years. It is included as smart tourism in the international literature. In this study, it is aimed
to examine the articles published on smart tourism in Turkey according to the bibliometric analysis
method. For this purpose, the current features of the studies determined for this purpose were
determined in line with certain parameters, and the development of smart tourism in the field of
tourism, the subject/approaches of the subject and the future study orientations of the subject were
also emphasized. For this purpose, keywords related to the concept of smart tourism (smart
tourism, smart city, smart destination, big data, sharing economy, virtual reality, internet of things,
augmented reality etc.) has been searched. In this context, as a result of the searches made in the
databases, access to 54 tourism articles was provided. Full-text articles published in peer-reviewed
journals published in Turkish until 2021 were included in the study. Since the concept of smart
tourism has just entered the Turkish literature, 2016 and later studies have been reached. All
parameters of the 54 articles accessed on the subject were made in a statistical program and
analyzes were carried out on this program. In the study, the relevant parameters were evaluated
with frequency and percentage values. The current situation in smart tourism was determined by
using parameters such as the year of publication of the articles, the journal in which they were
published, the research approach, the number of pages, the number of citations, the number of
authors, the title and field of the author(s), and the institution where the author(s) work. The most
important conclusion reached from the findings obtained as a result of the analyzes carried out is
that the concept of smart tourism in Turkey is a new concept and should be studied with different
approaches.
Keywords: smart tourism, literature review, bibliometric analysis
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Abstract
The main purpose of this study is to create new thematic routes by considering the historical,
cultural and natural structure of Şırnak province. In addition to this main purpose, it is to raise
awareness about unknown places, to contribute to the development and social interaction of Şırnak
province and its surroundings. In this context, qualitative research method was used. With the
literature review, the historical background of Şırnak province was examined and culture, religious
and nature routes were determined by making field trips in all districts of the province. The places
visited were recorded with photographs, videos, and drones. GPS, geographic information systems
(Quantum GIS), Google Earth, Relive and Openstreet Map applications were used in mapping the
routes. As a result of the study, 10 thematic routes were created, including religious, cultural and
natural values that will attract millions of people due to the historical background of Şırnak. 7 of
these routes were determined as walking routes, 3 of them were determined as culture, belief and
nature routes. It is predicted that these routes will have a positive impact on Turkey and Şırnak
province in terms of economic, socio-cultural and social psychological issues.
Keywords: cultural routes, tourism routes, Şırnak, sustainable tourism, trekking, thematic routes
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Abstract
The main purposes of the Total Quality Management (TQM) approach that emerged as a result of
the contributions of Japanese pioneers, firstly emerging in 1950 in Japan Quality philosophy like
Deming and Juran are expressed to provide as a continuous quality improvement, training, and
customer satisfaction in a business. At every stage in the philosophy of Total Quality Management
(TQM), ensuring ultimate customer satisfaction and accordingly, customer needs meeting is
essential. Total Quality Management (TQM), as a system that guarantees the targeted quality in a
business, continues its development in the production sector and the service sector. The tourism
industry, which is a labor-intensive industry is being evaluated as sectors that are most affected by
the intense competition environment between businesses and countries. Therefore, Total Quality
Management (TQM) is an extremely important factor in terms of the competitiveness of
destinations and tourism businesses in the global market. From this point of view, the aim of this
study is to reveal the change and development process within the last 20 years of studies dealing
with the concepts of Total Quality Management and Tourism together in detail in international
literature. In this direction, the variables used in the research carried out until today about the
relationship between “Total Quality Management and Tourism”, the methods used in the analyzes,
and the findings obtained, determined by the CiteSpace analysis method, a bibliometric profile of
the strong relationship between these two concepts were formed.
Keywords: total quality management, tourism, bibliometric analysis
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Abstract
It is possible to say that tourism is an industry that able to create positive social, managerial, and
environmental impacts in the destination where the tourism activities carried out, nevertheless
without the proper planning, it can leave negative traces. By reducing the negative effects of
tourism, countries can gain a soft power that protects the environment and social values, provides
economic development and education. Apitourism is one of the newfangled, sustainable based
alternative tourism movements which can support the development in the field of both
environmental and economic. In this study, the concepts of beekeeping and Apitourism have been
examined and the potential of Apitourism in Turkey tried to uncover by descriptive analysis of the
previous literature, by that way, it was aimed to provide a contribution to the formation of the
Turkey Beekeeping Tourism Road. At the end of the study, it has been seen that the ecological
richness and rural diversity of Turkey are suitable to create a sustainable and conscious beekeeping
tourism destination. Also, it can be mentioned among the findings that Turkey, with its
possibilities, can become a leading destination in beekeeping tourism. The proposals about the
requirements of Apitourism centers and the evaluation with the suitable analyzes and investments
on the existing potential are presented to the practitioners in the last section. When it comes to
livestock activities, although initially cattle and sheep come to mind, beekeeping is also counting
as part of livestock (Koday & Karadağ, 2020). Concept of beekeeping examined as kind of a nature
dependent livestock activity that mainly desire to create honey and beeswax also with the products
like pollen, bee milk, propolis and bee venom (Aksoy & Öztürk, 2012; Doğanay & Çoşkun, 2012).
Beekeeping is closely related to flora, topography and climate. Consequently, it is laying on
technical and biological knowledge and also be connected with geography (Tunçel, 1992). Turkey
is one of 12 of the most important gen centers around the world. The country hosts more than
10,000 types of flowering plants, bee races and ecotypes that adapted to regional conditions
(Karadeniz, 2015). In this sense, Turkey has in possession of approximately 300 species of
naturally grown or cultivated plant presence and 75% of honey plant species (Suna, 2018). Owing
to its rich flora and climate diversity, Turkey can be seen as a quite suitable destination for
beekeeping and Apitourism (Doğanay & Çavuş, 2013). This unheard-of yet beekeeping tourism is
known as “Apitourism” and its name comes from its Latin name of Apis Mellifera (Wos, 2014).
Apitourism has tightened relationships with the individuals and institutions dealing with bees and
beekeeping through its food, medicine, and ecological aspects. Owing to this relationship some
unique events like visits of beehives, open air museums, bee museums that tourist can observe the
beekeeping activities, honey product methods and learn about other honey products provided. By
these events and possibilities, remembering the ecological connections between individuals and

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

226

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

bees can be provided. Increases in interest in natural and cultural heritages of some specific
destinations via beekeeping tourism are considered (Wos & Bien, 2013; Grigorova, Timareva &
Shopova, 2016). It can be seen that, as a result of Oleynik and Iaromentko (2012) ‘s work, it is
possible to enhance the destination attractiveness owing to Apitourism. It is also stated that there
have been dynamic developments in beekeeping tourism in Poland, Germany, Czechia, Lithuania
and Ukraine in recent years. Studies that have been on beekeeping tourism in Turkish literature
shows that apitourism provides so many benefits in the meanings of ecological, economic and
cultural. Results also indicate that Turkey should be one of the countries with a large share in this
market (Bahar & Yılmaz, 2016; Burucu & Gülse Bal, 2017; Suna, 2018; Koday & Karadağ, 2020;
Tarımsal Ekonomi ve Politika Geliştirme Enstitüsü, 2021). Suna (2020) researched the
applicability of Apitourism in Turkey and the perceives of beekeepers in her study in Gaziantep.
During the study, interviews were held and at the end of it, interviews show that beekeepers have
a positive viewpoint to Apitourism, and their most highlighted desire is marketing activities in a
proper way. Moreover, in some interviews, it turned out that beekeepers were walking their bees.
Therefore, a beekeeping map was needed is indicated. The study conducted by Koday and Karadağ
(2020) shows that it is possible to do beekeeping activities more or less in every region of Turkey.
Also, a beekeeping map was mentioned in the research and in this direction, flower fields that can
be visited in summer stated. In the examination according to the presence of hive in Turkey; it is
understood that the beekeeping activities in the coastline starting from Balıkesir to Adana and in
the Sivas, Ordu and Trabzon provinces are quantitatively more intense compared to other
provinces. It is thought that the establishment of the “Beekeeping Tourism Road”, which passes
through the provinces where beekeeping activities are intense in Turkey, will contribute to
beekeeping tourism and regional development. However, necessary analyzes such as
environmental impact assessment should be followed regularly within the route that can be created.
In order to avoid negative consequences for both people living in urban areas and other living
things in the ecosystem, wrong planning should be avoided while performing beekeeping tourism.
Beekeeping tourism will be able to provide financial gains to both employed people and bee
producers, thanks to its employment-creating effect in destinations (Wos, 2014; Korosec, 2016;
Suna, 2018). As can be seen from the examples given in the report prepared by the Güney Ege
Kalkınma Ajansı (2020); thanks to the package tours that can be created for beekeeping tourism;
both the promotion of the destination and the transformation of local people’s products into an
income generating effect can be achieved. It is thought that the creation of new income sources
will prevent migration from rural areas to cities due to unemployment, while increasing regional
attractiveness. The scarcity of research on beekeeping tourism in the literature draws attention. In
this context, interdisciplinary studies should be encouraged in order to develop beekeeping
tourism. It is thought that the application areas that can be created for academicians, beekeeping
sector and beekeeping tourism stakeholders will contribute to the development of both beekeeping
and beekeeping tourism.
Keywords: beekeeping, beekeeping tourism, apitourism, Turkey
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Archaeological Heritage and Archaeotourism in Turkey
Hasan Ali Erdoğan
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Abstract
Turkey is located in a unique geography with the most critical and significant wealth in the world
regarding its archaeological heritage. For this region, which is almost an open-air museum, a
correct archeotourism planning is more important than any other part of the world. The fate of
archaeological cultural assets in Turkey has been left to archaeologists and their vision from every
respect as it has been the case until recently. In the current situation, Turkey has been busy with
sea, sand, and sun tourism services, which are of equivalent presence anywhere else in the world,
and it has chosen to compete only through cheap labor forces. However, the richest attraction area
where Turkey is unique is the heritage tourism specializing in the archaeological cultural assets,
most of which are the common values of humanity, and these assets have capacity to tell about
almost every aspect of human past civilizations, like social life, male-female relations, religion,
custom, art, myth, love and fear. However, the country cannot plan, market and manage this power
at the desired extent, and thus is not able to protect them in accordance with international
agreements it has signed. In that case, archaeological assets in Turkey are the treasure that cannot
be handed over only to archaeologists, and more effective involvement of tourism professionals in
this field is essential.
Keywords: tourism planning, archaeotourism, archaeological heritage tourism, archaeotourism
potential of Turkey
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Using Geographical Indications in the Scope of Cultural Heritage Tourism:
The Example of Safranbolu Turkish Delight
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Abstract
The use of geographical indications has been an issue that has been emphasized since the 20th
century, especially in European countries. This concept is expressed in the definition of the
characteristics of products that have a certain quality or reputation in a certain place, as quality
signs that prevent the imitation of the products in question. With globalization, all the products
produced in the world are easily imitable, and some countries abuse this situation and promote the
product belonging to another region as if it were their own, allowing it to be marketed. The use of
geographical indications to prevent all this ensures that these products are protected as cultural
heritage. In this context, Safranbolu Delight, an important gastronomic heritage element of
Safranbolu, which is an important cultural heritage city and has been registered by UNESCO, has
been examined within the scope of using geographical signs. For this purpose, the necessary data
were obtained from delight producers who have the property of being the source person with the
semi-structured interview technique from qualitative research methods in the research. According
to the data obtained, Safranbolu delight does not burn the throat with its appearance and
consistency, does not stick to the teeth and palate, has a taste and aroma, and is distinguished from
other delicacies both by its production in copper boilers and by the water from the mountains of
Safranbolu, and is one of the rare gastronomic values in Turkey in the protection of geographical
indications.
Keywords: cultural heritage tourism, geographical indications, Turkish delight
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Evaluating Instagram Profiles of Popular Tourist Guides: Case of Turkey
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Abstract
The study examined the profiles of tourist guides that have gained popularity in Türkiye on
Instagram, a social media platform with more than 1 billion active users. It is seen that many
stakeholders in the tourism sector (travel agencies, tourist guides, etc.) actively use social media
platforms. Therefore, social media is crucial for stakeholders who want to keep up with the
challenging competitive environment in the tourism sector. A potential tourist in the decisionmaking stage can reach many names who perform the tourist guiding profession in the destination
which he/she intends to go to due to research on social media. For this reason, the active use of
various marketing and communication channels by tourist guides is essential. Within the scope of
the purpose of this study, profile pages of tourist guides with high popularity who actively use
Instagram in Türkiye were analyzed by content analysis method, and their successes and
deficiencies in this regard were revealed. In this context, the Instagram profile pages of 14 tourist
guides were analyzed. As a result of the examinations, it has been determined that the level of
meeting the criteria of Profile Up-to-Dateness, Content and Accessibility has increased the
popularity of Instagram profiles.
Keywords: tourism, tour guide, Instagram, social media
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Abstract
People working as Professional Tourist Guides may decide not to continue their profession or to
take a break for a while due to some difficulties they encounter. In this study, it is aimed to reveal
the factors that will cause passive tourist guides to leave the profession. The study’s main findings
consisted of data collected by asking 8 open-ended questions to 35 passive tourist guides and using
the interview technique, one of the qualitative research methods, adhering to the principle of
maximum diversity. The data of the study, which was carried out with a phenomenological
research design, were organized with a qualitative data analysis program, and divided into codes.
As a result, the participants leaving the profession were examined and it was seen that the
candidates left the profession because they did not find it suitable for them in many economic,
social, family, and professional aspects. Factors such as the inability of their families and
themselves to find security to provide for their livelihood at all times of the year, the fact that
professional organizations do not do their job properly, and that they cannot create an opportunity
to live an orderly and settled life have been impressive results.
Keywords: tourist guidance, tourism guidance, leave profession
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The Role of the Hotel Business in the Development of the Tourism Industry in
Kazakhstan
Baimbetova Assel Batyrkhanovna and Karatayeva Marzhan Amantayevna
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Abstract
The article analyzes the existing problems in the hotel business and identifies possible ways to
solve them, also examines the development trends of the hotel business in Kazakhstan, identifies
problems that their methods of development. The authors give an analysis of hotel business in the
region by providing SWOT analysis which shows the strong and weak points of the hospitality
industry. This illustrates possible ways of sustainable development. In addition, there is given
statistical analysis of visitors by the region where it can be seen not equal development of the
business. At the end, the authors give their own view on possible ways of development of the hotel
business.
Keywords: hotel business, economic activity, tourism industry
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Abstract
Health, social and economic crisis during the pandemic is forcing the tourism industry to rethink
destinations and tourist services. The tourist behaviour changes constantly due to national and
international protocols, lockdown measures, mobility restrictions, health issues, economic
instability, infrastructure limitations, risk perceptions, social recommendations, among other
internal or external factors. Research in tourism in the COVID context has increased in the last
time (Zenker & Kock, 2020). Some studies have analyzed how destinations or tourism services
such as the accommodation sector (Del Chiappa et al., 2021) face the situation. Other studies have
explored different typologies of trips during the pandemic (individual or groups trips; domestic or
international trips), different travel motivations (natural, outdoor or second-home tourism)
(Seraphin & Dosquet, 2020) or the ‘new’ tourist behaviour (Sigala, 2020). Some practitioners and
researchers think the travel industry may change in the long term due to the COVID-19 impact
(Lew et al., 2020). For example, how this situation can lead to a tourism model transformation, to
a more sustainable, equity and fair tourism, reducing negative impacts of mass tourism (HigginsDesbiolles, 2021). However, others explain that soon or later we will travel in the same way as
before the pandemic. The pandemic can lead to a transformation of many sectors for example those
related to digital experiences or to consume and embrace local food consumption (Palau-Saumell
et al 2020), but it will not determine a reduction in the volume of travellers (Eliasson, 2022).
Researchers in 2020 exploring travel preferences and considering the end of the pandemic in that
year explained that people were optimistic. They were willing to travel in the short term, motivated
mostly by nature tourism and in short trips. Most of them express that tourism will recover fast
(Wachyuni & Kusumaningrum, 2020). The analysis of tourist behaviour and how it is influenced
by the context, especially the preferences to travel in different ‘pandemic’ situations, is key to
understanding and forecasting attitudes, needs, wishes and behaviours towards destinations and
tourism services such as accommodation or transport services. According to Del Chiappa (2021)
research in how COVID has impacted tourist behaviour and how they choose destinations and
services during and after the pandemic is still limited, mostly from the destination and service
provider point of view. This paper attempts to fill this research gap by exploring how tourist
behavior has changed in 2020 and 2021 regarding their willingness to travel and their preferences
in the Spanish market. Online surveys applying the snowball sampling method were conducted in
two periods: December 2020 and December 2021. The total sample was 661 surveys (265 in 2020
and 396 in 2021) Based on Del Chiappa et al. (2021), the questionnaire was divided into 4 sections:
Trip typology & destination facilities, accommodation, transportation & distance and
sociodemographic data (Gender, Age, Education level, Occupation, Country of residence).
Analyzing preferences when deciding to travel in different COVID contexts (2020 / 2021) can

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

234

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

help marketers to profile customers according to different significant variables. The study attempts
to show if travel preferences have changed between 2020 to 2021, highlighting the most critical
variables when travelling after the deployment of socio-sanitary and political measures. The main
purpose of the quantitative study was to verify and complement the key destination,
accommodation and transport factors for consumers travelling during different moments of
COVID-19 in 2020 and 2021, and to segment consumers according to their preferences.
Keywords: pandemic, travel preferences, tourism services, tourist behavior
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Abstract
Service excellence in luxury hotels is essential to the process. Aiming the most gratifying ways to
complement their service quality in a continuum while giving the utmost level of importance to
the environment is what differentiates them from other businesses. Notwithstanding, there is no
limit for setting quality standards in hospitality, especially for high-class brands. Hotels that are
not only luxury, but also chains commonly set their operations in standardization while
maintaining utmost level of guest satisfaction. Moreover, globalization and technologizing coerce
hotel brands in some extent to give their bests in order to have competitive advantage while
adapting or even innovating service options while attracting new guest segments and maintaining
their existing portfolio. Sustainability in hospitality addresses the notion of protecting the
environment while operating the tourism activities. Whereas sport tourism requires integrating
relevant facilities into services, however, the functions may not be sustainable and could be even
detrimental to the environment. Sport hotels ought to consider the environment and resources
without causing a service deficit. Therefore, on this paper, luxury brand hotels’ operations and
procedures in regards to golf and soccer activity and services will be examined. This research will
be conducting on five-star brand hotels that have top-notch service concepts in golf and soccer
tourism in Antalya. So as to collect the most informative and academic data, top and middle
managers of those hotels’ relevant departments –e.g., engineering division, front office, were
deemed to interview. The qualitative research instruments are going to be used and the outcome
will be coded precisely in MAXQDA 2020.
Keywords: hospitality, sustainability, environment, Belek hotels
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Abstract
This study seeks to validate previous reports by demonstrating a connection between broad
consumer views of green brand equity and environmental awareness and positive green brand
image perceptions of luxury tourism. The purpose of this study is to clarify the mediating role of
green image and green awareness in the relationship between green brand equity and luxury hotel
performance. The result of this article is to verify the positive relationships between green brand
equity and its two drivers – green brand image, green awareness which help to achieve hotel
performance for luxury brands.
Keywords: green brand equity, green awareness, green image, hotel performance
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Abstract
Change is an ongoing process of renewing the structures, directions, and capabilities of the
organizations to adapt to the ever-changing needs of customers, employees, and the marketplace.
Thus, the organizations need to bring changes to stay in the industry. Employee commitment may
help organizations to foster this change. There is a strong need to find out the effects of
organizational change on organizational commitment. Therefore, the primary objective of this
research is to study the effect of organizational change on organizational commitment. In this
quantitative research, survey technique was used as a data collection tool. It employs the scale for
organizational commitment. Items used for organizational change have been adapted. In the study,
410 valid questionnaires were collected from randomly selected employees working in food and
beverage and packaging enterprises operating in Konya, in Turkey. Data was analyzed by using
descriptive statistics, exploratory factor analysis and structural equation modeling technique. The
results revealed that the organizational change negatively affected employees’ commitment to the
organization (β = -.42; p <0.01). Study results show that workers of food and paper industries in
Konya city are highly committed to their organizations. According to the results, employees are
against organizational change. As change is unavoidable, managers need to specify the effects of
organizational change on employee’s commitment. Otherwise, it will result in a low level of
employee commitment and could increase absenteeism, employee’s intention to leave, and low
performance.
Keywords: organizational change, organizational commitment, food and beverage
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Abstract
Medical tourism is a growing global niche market all over the world. In this study, which aims to
determine the status of “tourism-oncology”, which emerged as an economic activity within the
scope of medical tourism in Turkey, content analysis was made on texts drawn longitudinally from
digital and social media. As a result of the research: (i) oncology was in the top five, (ii) lung
cancer was the cancer type that causes the most travel, iii) user profiles that share on social media
were predominantly travel agencies and health-consulting companies, iv) the destinations
preferred by the visitors coming to Turkey for cancer treatment were İstanbul, Antalya, Ankara,
İzmir and Muğla, v) source markets were Azerbaijan, Iraq, Tunisia, Georgia, and Germany.
Keywords: health tourism, medical tourism, tourism-oncology
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Abstract
This paper analyses cooperative behaviour in Hotel Marketing Consortia (HMC) as these
arrangements are becoming increasingly common in the hotel sector. In this research, cooperative
behaviour and power relations in HMC are discussed, as little is known about cooperation
dynamics in the hotel sector. The research question is: how does a HMC stimulate cooperative
behaviour among its members? This study aims at uncovering processes of HMC networking, to
analyse i) communication practices; ii) cooperation dynamics; iii) explicit knowledge sharing
behavior in national and international. To achieve the research objectives, a questionnaire is
applied to 4- and 5-star hotel managers in Portugal. Data are subsequently analysed using social
network analysis. Results show that direct contact among HMC members occurs annually, by
virtue of events that take place only once a year (e.g., international tourism fairs and sales call). In
consortia, cooperative behaviour relates to sharing experiences and market trends among members,
and explicit knowledge exchange practices are similar in national and international consortia.
Geographical proximity was found neglectable in processes of information search and peer advice.
In the end, results contribute to an understanding of the management perspective on HMC, which
could be useful for assisting managers’ decisions and strategies.
Keywords: cooperation, cooperative behaviour, hotel marketing consortium, social networks,
implicit knowledge; explicit knowledge

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

240

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

A Literature Review on Tourism Studies Based on Technology Acceptance
Model (2000-2021)
Yakup Kemal Özekici
Faculty of Tourism
Adiyaman University, Turkey

Abstract
Although there is ample research on technology acceptance model from both out of tourism and
tourism literature. There is no paper explicating how the TAM have been addressed in tourism and
hospitality literature to guide researchers in accelerating theoretical advancement and help tourism
professionals in designing creative solutions. Thus, it is the aim of this study to unfold progress of
TAM in tourism and hospitality literature through overviewing it. To fulfil this aim, 145
quantitative papers based their theoretical framework on TAM, published at journals involved
within SSCI, ESCI or Scopus indexes and dated from 2001 to 2021 were scrutinized in accordance
with semi-systematic literature review principles. As a result of the process, Main gaps for TAM
literature in terms of tourism field were revealed as follows. Accordingly, sample from the Europeorigin and employee or employer from hospitality system, destination management organizations
and museums as industries, sharing economy, robotic technology or smart technology as contexts
were not addressed adequately, therefore, these factors were emerged as necessary points to be
undertaken by future tourism-oriented TAM studies. Also, as for concept or theory merging,
designing models within which TAM plays an antecedent role on particular theories except theory
of planned behaviour, innovation diffusion theory or technological readiness index are quite
necessary for furthering existing theoretical knowledge. Besides, preventive rather than facilitating
factors explaining technology adoption have emerged as an essential gap. Lastly, TAM was not
evaluated as a mediator adequately.
Keywords: technology acceptance model, literature review, bibliometric, tourism, technology
adoption model
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Abstract
Usage of neurosciences in social sciences has emerged new perspectives and methods for
marketing and tourism marketing. Neuro-marketing and Neuro-tourism are some of those
concepts. In the hospitality industry, marketing is in a complex state because the decision-making
processes of the guests are unpredictable. For this reason, hotel managements are unable to satisfy
guest’s requests and demands with traditional methods. Therefore, Neuro-marketing has
importance because this new way of marketing has a high chance to replace currently used
methods. Usage of Neuro-marketing in the hospitality industry could satisfy the guest requests
while generating new marketing perspectives on hotel management. This paper is based on
theoretical methods for the purpose of helping the hospitality industry to establish a new marketing
perspective. I used already existing data of methods to show usage of Neuro-marketing in the
hospitality industry could work better than currently used methods. When the results of methods
are analyzed, it can be determined that Neuro-marketing has a high value because it is able to
predict and even manipulate consumer behavior and decision-making of guests. Therefore, using
neuro-marketing techniques for tourism marketing promises new perspectives and methods for the
industry.
Keywords: tourism marketing, neuro-marketing, consumer behavior, hospitality management
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Abstract
This study aims to examine the role of natural environmental orientation, environmental pressures
of stakeholders and brand orientation in green marketing orientations of green hotel businesses in
the Cappadocia region during the COVID-19 process. For this purpose, a total of six experts, three
of which are green hotel managers and three academicians, were interviewed and the collected
data were analysed through the fuzzy DEMATEL method, one of the multi-criteria decisions
making (MCDM) methods. Due to the limited number of studies in this context in the literature,
the current study contributes to the literature. The causal relationships between many factors are
analysed that affect the green marketing orientations of hotels have been revealed from the
perspective of hotel managers and academicians. The findings show that the opinions between the
two expert teams differ. While natural environmental orientation has the most decisive role in the
green marketing orientations of hotel managers, this is shaped by the environmental pressures of
stakeholders for academicians. In addition, hotel managers consider the sub-factor commitment to
nature the most and brand positioning the least in their environmental behaviour. On the other
hand, academicians stated that regulatory stakeholder pressures from the government and
competitors have the most effective role in their environmental behaviour. Finally, suggestions
were made to theorists and practitioners to improve the field and the sector.
Keywords: green marketing orientations, green hotel, MCDM, fuzzy dematel, COVID-19
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Abstract
This article intends to assess the mechanism of the tourism planning and development decisionmaking process at the village level in Indonesia following the implementation of the Village Law
(Law No. 6 of 2014). The Village Law intended to alter the concept of authority regarding village
development, including tourism. The village Law in Indonesia is a part of the decentralization
government system, which has been implemented for the past two decades in Indonesia.
Decentralization is the transfer of authority, power, administration, and finance from the national
government to the lower level of government. The Village Law was enacted to give the village
government greater power, authority, and finance to manage their respective area, including
planning the village development, managing the village assets and resources, empowering local
community, improving public services and administration, and improving the social and economic
well-being of the community. Furthermore, the Village Law encourages greater participation from
the local community and promotes the values of good governance such as transparency,
accountability, local participation, anti-corruption, and a good administration. Because local
participation in tourism planning and development is essential, this article will discuss how the
Village Law will facilitate and support local participation in tourism development, particularly in
the rural tourism community.
Keywords: decentralization and tourism, rural tourism planning and development, sustainable
rural tourism, village law, community participation and empowerment
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Abstract
Any tourism offering must include some form of lodging. Tourist interest in alternative lodgings,
aside from popular accommodations such as hotels, is growing year after year. Homestay is one
of the tourism industry’s fastest-growing alternative lodgings. Various mountain states in India,
particularly Sikkim, Uttarakhand, Himachal Pradesh, and Kerala are rapidly adopting homestay as
their primary economic activity. Homestay tourism is experiential as tourists that wish to learn
about and explore the local customs and culture, cuisine, lifestyle prefer homestays. Some choose
the lodging to escape hectic city life and to have some alone time to unwind and discover themself.
As the lodging business increases, it’s indeed vital to assess and evaluate the factors when selecting
Homestay as a form of lodging, since it will help numerous homestay stakeholders in the sector’s
future growth. This research attempts to comprehend the factors that influence visitors’ decisions
to stay in a homestay during their journey.
Keyword: tourist, lodging, homestay, SLR

245

University of South Florida (USF) M3 Publishing

Predicting Intentions to Continue Using Travel Apps in the Post COVID-19
Crisis
Ahmed Chemseddine Bouarar, Smail Mouloudj, Asma Makhlouf, and Kamel Mouloudj
Faculty of Economics, Business and Management Sciences
University of Medea, Algeria

Abstract
In the era of information technology and the Internet, travel apps have become a significant factor
influencing modern travel behavior. However, research in this context remains limited in the
tourism literature. This paper aimed to investigate the factors that influence intentions to continue
using travel apps in the post-COVID-19 crisis in Algeria. A convenience sample of 380 Algerian
tourists was surveyed, and a total of 244 questionnaires were collected over three months. The
method used to test, empirically, the proposed hypotheses was the multiple regression analysis
using SPSS 26. Results showed that attitude, perceived behavior control (PBC), degree of
satisfaction, and trust had significant positive effects on tourists’ intentions to continue using travel
apps in the Post COVID-19 pandemic. However, subjective norms were non-significant. This
paper presents a theoretical contribution and affords practical recommendations relevant to
academics and practitioners working in the hospitality area.
Keywords: mobile applications, satisfaction, theory of planned behavior, tourism, trust

https://digitalcommons.usf.edu/m3publishing/vol16/iss28344731/1
DOI: 10.5038/2834-4731-V2

246

Altinay et al.: Proceedings of the Conference on Managing Tourism Across Continents: Volume 2

Paradoxical Leadership and Its Outcomes: A Study of Pakistani Hospitality
Industry
Yasir Mansoor Kundi1 and Mohammed Aboramadan2
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Abstract
The purpose of this paper is to apply paradox, self-determination, social learning, and job demand
resource (JD-R) to examine paradoxical leadership and its positive outcomes such as work
engagement, job performance, innovative work behavior, and voice behavior for Pakistani
hospitality industry employees. Data from 233 employees were collected using a three-wave
research design. The results of structural equation modelling revealed that paradoxical leadership
positively influence employees’ job performance, innovative work behavior, and voice behavior
both directly and indirectly through increasing employees’ work engagement. This study
contributes to the literature on leadership and positive work behaviors by shedding light on how
paradoxical leadership triggers the positive work outcomes.
Keywords: paradoxical leadership, work engagement, positive work outcomes, hospitality
industry
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The Effect of COVID-19 Pandemic Process on Social Psychology and NatureBased Therapeutic Activities
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Abstract
Today, many scientists have stated that the use of nature-based products and activities at certain
rates together with the healing effect of modern medical techniques during the epidemic that affects
the whole world has health-supporting benefits. Based on these views, people’s consumption of
products obtained from natural resources has increased and the interest in outdoor activities in
nature has increased. Due to the positive effects of these activities on mental health, socialization
and rehabilitation processes, over time, it became necessary to consider these activities within the
scope of therapeutic recreation applied to groups with health restrictions such as the disabled, the
elderly, and chronic patients. In this study, it was aimed to emphasize the importance of nature
therapy (ecotherapy) performed within the scope of therapeutic recreation in terms of human
health, to reveal the types and qualities of nature therapy and to evaluate its benefits to community
psychology. The absence of a study investigating the effects of nature-based therapeutic activities
on community psychology during the pandemic process makes the study different.
Keywords: COVID-19, pandemic, recreation therapeutic activities, nature therapy, ecotherapy
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Artificial Intelligence and Digital Platforms: Pandemic Time and Tourism in
OECD States
Alfonso Marino, Paolo Pariso, and Michele Picariello
Dipartimento di Ingegneria Industriale
Università della Campania Luigi Vanvitelli, Italy

Abstract
In order to chart and contribute to a better understanding of the effects of COVID-19 on tourism
and the sector’s response at various scales the aim of the paper is contributed to understand change,
development and learning in the OECD area, tourism governance and policy. Introduction
underline the three phases related to sector crisis, Background, starting from literature highlight
the importance of what are the main actions implemented in 38 Member States. Methodology,
with SPAD, elaborates a qualitative and quantitative set of policy responses that are displayed in
Results. Discussions highlight the different approaches within the OECD area, but also the absence
of a common strategy to exit to the sector crisis. The conclusion emphasizes that crisis response
policies still need to be built and developed in the OECD area, even though initial responses
showed strong responses in individual Member States that did not address a shared international
business action.
Keywords: COVID 19, OECD states, information system, strategies, tourism
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Abstract
This research aims to identify the strengths, weaknesses, opportunities, threats and also select
appropriate strategies to develop tourism in Lighvan village, using two methods: SWOT and AHP.
The results have shown that in general, there are 26 strengths and opportunities which have (4.206)
scores as advantages, and 38 weaknesses and threats which have (1.837) weight score as rural
tourism developmental limitations in Lighvan. By the results from SWOT, 6 strategies for each of
the quadruple strategies (Strengths Opportunities SO, Strengths Threats ST, Weaknesses
Opportunities WO, Weaknesses Threats WT) have been presented. Since the presented strategies
did not have an equal significance, the superior strategies have been selected by using the AHP
method. These strategies are as follows: SO: Empowering the village and paying attention to
infrastructures, facilities and required foundational facilities for the comfort of tourists, especially
in hygiene, treatment, transportation, etc. ST: Studying tourism feasibility and setting up
appropriate plans according to the potential and environmental capabilities of the village, toward
rural tourism development. WO: Engaging local people in the field of tourism through education
and maximizing their employment. WT: Educating and informing people to know how to interact
with tourists into event any kinds of conflicts between tourists and local people. Finally, by using
these methods, these four strategies had been prioritized. The first one is ST, followed by SO, WO
and WT respectively.
Keywords: rural tourism, sustainable, development, strategies, Lighvan village
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Geriatric-Tourism, PMR, and Thermal Treatments in the Third Age
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Abstract
This study aims to reveal the situation of geriatric-tourism (gerontourism) in Turkey with
longitudinal data obtained from digital and social media. As a result of the study i) geriatric-tourists
visiting Turkey mostly benefit from thermal treatments in complementary medicine and PMR in
traditional medicine, and also resort to hair transplantation among aesthetic interventions, ii) they
come mostly from Iraq and Libya (Middle East), Germany (Europe), Azerbaijan (the Turkic
Republics), and Ukraine and Russia (CIS), iii) they mostly prefer big cities such as Izmir, Ankara,
Istanbul, Antalya, Bursa, iv) motivation factors are cost, thermal resource richness, medical service
quality and additional touristic trips, and v) most of the social media sharing is done by travel
agencies and health institutions.
Keywords: geriatric-tourism, PMR, medical tourism, thermal tourism, third age tourism
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Characteristic of Turkey Registered Geographical Indications (GI) of Food
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Abstract
Geographically Indications (GI) is as a niche market for countries, creates value-added and has a
strong link with origin and cultural heritage. The aim of this study is to examine registered GI
products that can be considered as gastronomically in Turkey in terms of regions and product
groups determined by the Turkish Patent and Trademark Office. For this purpose, the Turkish
Patent and Trademark Office Geographical Indications Portal (www.ci.turkpatent.gov.tr) was
examined in depth, based on the descriptive scanning model. As a result of the examinations, it
has been seen that Turkey has 825 registered GI of food and agricultural. It was determined that
553 of the products in question were registered with Protected Geographical Indications (%67)
and 272 Protected Designation of Origin (%33). When these registered GI of food and agricultural
products are analyzed, for the basis of the regions with 162 the Black Sea Region comes first and
for provincial basis, Gaziantep has the feature of the most with 71, finally with 241 of food and
soups comes first on the basis of product groups also 2021 were determined as the most intense
basis of the years since 2002.
Keywords: protected geographically indications, protected designation of origin, gastronomy,
Turkey
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Positive Influences of COVID-19 on Local Touristic Sites: The Role of
Country Image in Stimulating Tourism in Jordan and India
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Abstract
Tourism took one of the hardest hits during COVID-19 pandemic, especially in Jordan and India,
as they are tourism-dependent countries. Despite the restrictions that followed the pandemic, this
study identifies the positive influence that this may have caused in enhancing local tourism.The
study employed qualitative research methodology in which a sample of 30 interviews were
conducted using convenience sampling technique in India and Jordan. Data was analysed using
the thematic analysis. Results suggest that countries that have positive country image during the
pandemic, may motivate civilians participate in domestic tourism resulting in improving local
economy. The issue addressed is first of its kind in exploring the positive impact of COVID-19 on
domestic tourism.
Keywords local tourism, COVID-19, pandemic, country image, destination image
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Use of Smart Tourism in the Periods of Pandemic - An Extension of Blue
Ocean Strategies
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Abstract
The paper is an attempt to study the varied models for Smart tourism thereby identify the gaps
pertaining to understand the effectiveness of the Elaboration Likelihood model (ELM). The
researchers through the quantitative technique using the google forms attempted to find that how
ELM helps smart tourism using blue ocean strategy for travel decisions during and post-COVID
19 outbreak. The researchers also tried to find the potential of Virtual tourism as a substitute and
its acceptability which depicts that the information quality and credibility, cost benefits, and smart
tourism form a positive attitude towards traveling decisions during the outbreak of COVID 19,
whereas interactivity and accessibility do not possess much impact on the traveling decision. In
pre-pandemic times the smart tourism was not practiced building trust in travellers’ minds and
hearts. Tourism by itself acts as a remedy for depression and anxiety and post-pandemic times it
has been essential for us to bring back that trust and fun element which is now missing through
human lives. Smart tourism is working as a blue ocean strategy making its own pool of customers
who will be retained by smart tourism for a period of time.
Keywords: blue ocean strategies, COVID-19, elaboration likelihood model, smart tourism
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The Importance of Crisis Management in Tourism
Dora Smolčić Jurdana and Romina Agbaba
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Abstract
The tourism industry has been exposed to different crisis situations, which reveal tourism’s
vulnerability and jeopardise its development through the damage they inflict as well as through
their unpredictability. Tourism has shown resilience in rebounding in the aftermath of crises. In a
changing globalized world where crises are affecting people’s lives, managing them is an integral
part of effective destination management. The main goal is to research the readiness of the tourism
system for crises and to underline the importance of crisis management in order to strengthen the
resilience of tourism to the effects of crises. To find out about existing crisis management plans
and measures, content analysis was used by searching the official websites of Croatian tourist
boards and published documents, as well as secondary data sources, including scientific journals,
conference papers and reports. The findings show that crisis management is characterised by the
awareness, responsibility, and cooperation of relevant tourism stakeholders, who must be involved
in undertaking timely proactive and reactive activities to successfully manage crisis situations. The
limitation of the paper is that it is based on previous research and on a literature review. Primary
research is recommended in future studies.
Keywords: tourism, COVID-19, crisis management
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Abstract
This paper analyzes the role of the optimization and upgrading of the tourism industry structure
on the industrial development. The research, especially the relevant data analysis of we stern Jilin,
provides good data support for this research. Secondly, this article starts from the seven elements
of the tourism industry structure, analyzes the accommodation, catering, and transportation
aspects, and proposes different measures according to the different situation of each city. Finally,
from the perspective of the internal development of the tourism industry structure, this paper makes
relevant suggestions on the tourism industry structure in western Jilin. Improve the tourism service
facilities, establish a smooth traffic network, explore the connotation of tourism resources,
innovate the tourism economy, coordinate the construction of urban and rural integration, and
extend the tourism industry chain
Keywords: tourism industry structure, optimization and upgrading, western Jilin
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The Relationship Between Balloon Tourism and Well-Being
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Abstract
The relationship between balloon tourism and well-being was analyzed in this study. In line with
this purpose, a questionnaire was implemented on people living at Pamukkale destination. The
reason for selecting Pamukkale was its importance as one of the most prominent localities with
many hot air balloon activities. Structural equation model was used in this study which was
conducted to determine the relation between well-being and the effects of and support for balloon
tourism. The sample was determined with random sampling method. Data were analyzed through
PLS-SEM method. Economic, cultural and environmental impacts were found to be positively
affecting the support for balloon tourism. Also, a significant and positive relation was found
between support for balloon tourism and well-being. Economic, cultural and environmental
impacts are important factors in increasing support for balloon tourism. A significant portion of
well-being may be explained by support for balloon tourism.
Keywords: balloon flying experience, hot air balloon activities, hot air balloon tours, hot air
balloon experience, balloon tourism, well-being
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A Study About Recommendation of Research and Development the “Green
Generation Restaurants”
Sena Ersoy and Atilla Akbaba
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Abstract
In this study, the subject of Green Generation Restaurant was examined based on Turkey, and
suggestions were developed for Turkey to use this movement more efficiently. Green Generation
Restaurant, a concept that has become increasingly popular today, has started to shape the field of
gastronomy with the philosophy it contains. Turkey’s participation in this trend, which is still in
the initial state, has the potential to be one of the important steps for the Anatolian culinary culture
to finally reach the place it deserves. In this context, it is important to produce and develop new
ideas on Green Generation Restaurant Management and present them to the world agenda. A Green
Generation Restaurant policy, which can be created by including tourism and gastro diplomacy
strategies prepared by the state, maybe a new step for Turkish tourism. At the same time, when the
Anatolian culinary culture is examined, an ecological and sustainable kitchen structure that can
easily adapt to the Green Generation Restaurant movement emerges. There is a potential that can
completely change the gastronomic position of Turkey today by using and directing these existing
potentials correctly, and that can lead to the formation of a structure in which restaurant evaluation
organizations can also want to examine Turkey.
Keywords: sustainability, green generation restaurants movement, sustainable gastronomy
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The Influence of Demographic Characteristics on Satisfaction With
Adventure Tourism Experience
Tahir Albayrak
Faculty of Tourism
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Abstract
Although the researchers extensively investigate white-water rafting as an adventure tourism type,
little is known about the influence of participants’ demographic characteristics on the formation
of rafting satisfaction. This study examines the influences of gender, marital status, age, and
previous experience on overall satisfaction with the rafting experience by using data obtained from
319 German tourists, who participated in white-water rafting on holiday. Research results revealed
that the respondents’ ages and previous experiences significantly contribute to their overall
satisfactions with rafting experience. The findings of this study give comprehensive insights to
scholars and practitioners targeting to identify white-water rafting participants’ profile and to
understand their adventure tourism-based behaviours.
Keywords: white-water rafting, overall satisfaction, demographics, German tourists
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Bibliometric Profile of Published Postgraduate Theses on Festival Tourism
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Abstract
Festivals are important touristic products that allow individuals to escape from busy and stressful
work environments. Visitors could have pleasant experiences with the opportunities such as
acculturation, entertainment and tasting at the festivals. With the improvement of festivals and the
increase in their number and variety, festival tourism has become one of the important issues of
tourism. This study covers the postgraduate theses that completed between 1997 and 2021 within
the scope of festival tourism. The main purpose of the study is to determine the bibliometric
features of graduate theses in this context within the framework of various parameters. Another
purpose of the research is to reveal the general characteristics of the literature on festival tourism
and to give an idea to the researchers who plan to work on this subject. In this study, bibliometric
analysis technique, one of the qualitative research methods, has been used. In this context, 40
postgraduate theses published within the scope of festival tourism in the database of YOK between
1997 and 2021; have been analyzed by using bibliometric parameters such as type of thesis, title
of supervisor, year of publication, university of publication, number of pages and subject. The
information about the studies in the database has been entered into a statistical analysis program.
Then, frequency and percentage analyze of the data entered into the program have been carried
out. Finally, the study has been concluded by writing the conclusion and recommendations section.
Keywords: tourism, recreation, festival tourism, bibliometric analysis
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Abstract
The fact that Turkey has hosted many civilizations for thousands of years and as a result the traces
left by civilizations has made the country a rich country in terms of cultural tourism potential. In
this context, Ankara has taken its place among our important cities in terms of cultural tourism
potential, thanks to its deep-rooted history and its continued importance as an important center
throughout history by being the capital of many states. In this context, in this study, which aims to
evaluate the cultural tours carried out in Ankara by the travel agency employees, the survey
technique, one of the quantitative research methods, was used and a study was carried out with 86
travel agency employees. With the study, it has been determined that tourists have demands in this
direction as the purpose of travel agencies to organize cultural tours to Ankara. The fact that the
prices of products and services are high in these tours has been determined as the most common
complaint of tourists. The fact that the prices of products and services are high in these tours has
been determined as the subject that people complain about the most. In addition, in the cultural
tours organized in Ankara, Anıtkabir, Hacı Bayram Veli Mosque, Anatolian Civilizations
Museum, Ethnography Museum, War of Independence Museum, Historical Eynebey Bath and
Karacabey Bath were determined as the main historical and cultural values.
Keywords: culture, cultural tourism, travel agency, Ankara
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The Mediating Role of Corporate Prestige Perception in the Effect of PersonOrganization Fit on Intention to Leave: A Research in Hotel Enterprises
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Abstract
In this study, it has been aimed to measure the effect of person-organization fit on employees’
intention to leave and to determine the mediating role of employees’ corporate prestige perceptions
on this effect. In line with this purpose, face-to-face surveys were conducted with the personnel
currently working in hotel enterprises to reach the required data firsthand. Within the scope of this
study, 396 valid questionnaires were included in the research, and data obtained were subjected
using SPSS and AMOS statistical programs. Reliability and validity analyses of the collected data,
demographic statistics of the participants, and correlation analyses regarding the relationships
between variables were performed using the SPSS program. Confirmatory factor analysis and
impact analysis to test research hypotheses were performed using the AMOS program. According
to findings obtained from these analyzes; It has been understood that the person-organization fit
has a positive and significant effect on the intention to leave. It has been determined that the
perception of corporate prestige has a mediating role in this effect. In the last part of the study, the
results were evaluated in the light of the obtained findings and suggestions have been given to
hotel managers and academicians considering new research on the subject.
Keywords: person-organization fit, corporate prestige, intention to leave
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Effect of COVID-19 Pandemic on Career Planning: A Study on University
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Abstract
The COVID-19 pandemic has adversely affected many sectors, including the tourism sector. In
this process, many tourism sector employees lost their jobs. Employees who lost their jobs did not
return by turning to different sectors. This situation has revealed the lack of qualified personnel in
the tourism sector. This study focuses on universities that provide qualified personnel to the
tourism sector. The aim is to explore how the career plans of students who receive tourism
education are affected after the COVID-19 outbreak. The research was carried out through an
online survey in December 2021. The results of the study show that the career plans of the
participants were adversely affected after the COVID-19 outbreak. As a result of this process,
students consider working in permanent jobs. In addition, there is a significant number of
participants who see sectors other than tourism as safer in terms of careers. All stakeholders need
to develop a new strategy so that the tourism sector does not experience a shortage of qualified
workforce.
Keywords: COVID-19, pandemic, tourism, career planning, student
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Abstract
The search for different experiences in touristic visits brings the necessity of differentiating the
tours for tour guides with. Interpretation lies at the heart of this differentiation. This research aims
to examine the structure of interpretation performance of tour guides empirically within the
framework of E.R.O.T/T.O.R.E model. For this purpose, in line with the literature firstly
conceptual structure of interpretation performance and interpretative guiding was determined, then
expert opinion was sought with the expression pool consisting of draft statements. After
expertising process, the measurement tool was first applied on a sample of 191 participants. For
preliminary analysis the performance of items was examined. Second application was conducted
to the participants of guided tours which departed from Mersin, Adana, Hatay and 419 usable
questionnaires were obtained. Validity and reliability analysis revealed that the measurement tool
is valid and reliable with two dimensions. Within the framework of E.R.O.T (enjoyable, relevant,
organised, thematic) model, interpretation performance of tour guides has a two-dimensional
structure as “relevant” and “organized” interpretation. As a result of findings theoretical and
practical implications were discussed in the conclusion session. This study is important as being
the first study to test this structure in the literature.
Keywords: interpretation, performance, tour guide, Erot/Tore
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Abstract
The effect of gastronomy in the field of tourism has been a subject emphasized by everyone. In
this context, gastronomic tourism is one of the most popular research areas of recent times.
Especially its cultural, historical and economic dimensions are at the forefront. However, the
rapidly developing different aspects of gastronomy have not found a place in the field of tourism.
In this study, which evaluates the impact of new trends in gastronomy on tourism, new areas of
gastronomy and their places in tourism are discussed. Since the study was developed with a
theoretical approach, the literature and different secondary data formed the framework of the study.
In the examinations made, it has been concluded that the subjects examined as new trends can be
associated with tourism and can be used as an attraction in destinations with new product concepts
and interesting aspects.
Keywords: tourism, gastronomy, new trends
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Abstract
The purpose of this study is to assess the websites of Turkish restaurants that are listed in The
World’s 50 Best Restaurants Discovery Turkey in terms of marketing Turkish food. The content
analysis method, one of the qualitative research methods, was used to investigate the websites of
the restaurants on the list for this reason. Websites should provide all the information that overseas
guests may require, taking into account the depiction of Turkish cuisine and the importance of
restaurants listed in an international ranking system to gourmet tourism. The websites of the
restaurants have been found to have flaws in terms of menu pricing, language options, and online
reservation possibilities. At the same time, it was observed that more space on the menu should be
allocated to delicacies from Turkish cuisine in order to promote Turkish cuisine.
Keywords: Turkish cuisine, fine dining, marketing
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A Study on Tourist Guides’ Use of Social Media Platforms
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Abstract
In this research, which was carried out to determine how and for what purposes tourist guides use
social media platforms; the Facebook and Instagram accounts of 42 active tourist guides registered
with the Trabzon Regional Chamber of Tourist Guides, which was established in accordance with
the Profession Law of Tourist Guide numbered 6326, were examined. In the research, it was
determined what kind of posts the tourist guides make on their Facebook and Instagram accounts,
to what extent they use the relevant platforms as a personal promotional element, and to promote
the relevant platforms in the tourism sector. In order to evaluate whether they are used for other
purposes or not, evaluation criteria have been created by making use of the research in the related
literature. In this context, posts regarding personal information on Facebook and Instagram
accounts of tourist guides were evaluated with nine criteria, sector-oriented relations with six
criteria, tourist-oriented posts with five criteria, and destination-oriented shares with six criteria.
Therefore, a total of 57.585 shares made by tourist guides on Facebook and a total of 17.850 shares
made on Instagram were examined. As a result of these examinations, the Facebook and Instagram
tags of the tourist guides were created, and the shares were analyzed quantitatively and
qualitatively. As a result of the research, it is possible to say that the shares of tourist guides on
Facebook and Instagram social media platforms are not sufficient as a personal promotional
element. Despite this, tourist guides prefer to use social media platforms as an effective promotion
channel for the tourism sector.
Keywords: tourist guide, Trabzon regional chamber of tourist guides, social media, Facebook,
Instagram
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Concretizing the Fictional Places in Literary Works and Bringing Them to
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Abstract
In this study, in line with the relationship between tourism and literature, Zeyniler Village which
is included in the novel Çalıkuşu by Turkish Literature writer Reşat Nuri Güntekin, has been
examined in terms of literary tourism. In the study, it is aimed to determine the tourism potential
of Zeyniler Village with the house in which the fictional main characters live concretized and
opened to visitors under the name of Çalıkuşu Evi. Zeyniler Village was examined on-site, at the
same time as one of the qualitative research methods, interview technique was used, and content
analysis was conducted by compiling the data obtained from the participants. In line with the
findings, It has been understood that there are various similarities and differences between the
book and the reality. In addition, it has been concluded that Zeyniler Village is a destination that
is trying to come to the fore with its historical and natural beauties as well as its literary value as a
destination in the exploration stage and has an important tourism potential for the future.
Keywords: Çalıkuşu, literary tourism, Zeyniler village, destination
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The Tendency of the Z Generation to Recreational Activities and Their
Leisure Time Attitudes
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Abstract
The aim of this study is to determine the tendency of the Z generation to recreational activities and
the frequency of participation and to determine their attitude towards leisure time. The participants
of the research are students studying at Kırıkkale University in the 2021-2022 academic year. The
questionnaire form prepared in accordance with the purpose of the study was applied to university
students face to face. Frequency values, one-way analysis of variance (ANOVA) and T test were
used in the analysis of the data obtained with the questionnaire forms. While the most preferred
recreational activities by the participants in the study was “Spending time on the Internet”, the
least preferred activity was “Collection and model making”. In addition, in the study, it was
concluded that the cognitive dimension of the leisure time scale differs significantly according to
gender, and the behavioral dimension differs significantly according to the educational status.
Keywords: generation Z, recreation, leisure
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The Effects of Pull and Push Motivation Factors on the Tourists’s Behavioral
Intention: The Case of Muğla
Özgür Davras and Elvan Tatık
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Abstract
The aim of this study is to examine the effect of tourist push and pull motivation factors on their
behavioral intentions. For this purpose, a survey was conducted on 405 national and international
tourists who came to Muğla in the 2021 summer season. Explanatory factor analysis results
determined that the push motivation factors were adventure and knowledge acquisition, relaxation,
friendship and escape” pull motivation factors were natural, historical and cultural attractions,
events, economic conditions and infrastructure, hygiene and security. The results of the
multivariate regression analysis revealed that all pull motivation factors significantly and
positively affect the behavioral intentions of tourists. On the other hand, only escape dimension
from push factors has an effect on behavioral intention.
Keywords: travel motivation, push motivations factors, pull motivation factors, behavioral
intention
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The Role of Women in Migration and Urbanization-Culinary Culture
Interaction
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Abstract
The kitchen is one of the most important components reflecting the culture of a society. Individuals
and communities have first fronted to getting know culinary cultures in order to adapt to new
places of life due to migration. Women have been seen as an important factor in ensuring the
interaction and continuity of culinary cultures. In this study, how can women have a role on
culinary culture in the interaction of migration and urbanization- culinary culture based on the
question of migration and culture in this context, it is aimed to evaluate the research conducted on
culinary culture and women in the field of migration and culture. In many studies, it has been seen
that women’s relationship with cuisine is considered in terms of health, religion, ethnic identity
and gender identity. According to the results of the study, it is detected that women consciously
maintain and protect their culinary culture after migration. It has been concluded that the kitchen
is seen by immigrant women as a tool in the construction of society. It has been determined that
there are not enough studies on the subject in the national article and it is thought that the study
will make an important contribution to the literature in this context.
Keywords: migration, urbanization, women, culture, culinary culture
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Abstract
Adventure tourism is one of the special interest tourism types that have developed with the changes
in people’s wishes and tourism understanding. In adventure tourism, people get away from routine
and visit destinations where they can perform different activities, such as adventure, risk,
adrenaline, and courage. Adventure tourism activities are defined as soft and hard according to the
level of risk they contain, and as air, land, water, and mixed-based activities according to the place
where they organized. Gökçeada, which is the largest island of Turkey and known as a cittaslow,
has a wide adventure tourism potential with its winds, beaches, rough terrain and water resources.
The purpose of this study is to determine and evaluate the adventure tourism potentials in
Gökçeada. In this study, a literature review was conducted using secondary datas on adventure
tourism and the adventure tourists travel motivation. With the SWOT analysis made according to
the information gathered, the adventure tourism potential of Gökçeada was tried to be revealed.
According to the findings, it has been seen that there is a high potential for adventure tourism in
terms of diversity Gökçeada, but sufficient studies have not been carried realization and develop
the potential.
Keywords: adventure tourism, Gökçeada, SWOT Analysis
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In the Scope of Paris Agreement of Environmental Policies Changes of
Potential Impact on Tourism
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Abstract
Since the Paris Agreement is globally accepted, it obliges the decisions taken to change the
paradigm for the future of all sectors. The ecological and environmental problems brought about
by the increasing touristic mobility make it difficult for tourism to reach low carbon targets in line
with the provisions of the Paris Agreement. The problems brought by climate change were
discussed in the article, the process leading to the Paris Agreement was mentioned and finally the
agreement’s connection with tourism and the environment has been evaluated. The rapid increase
in tourism mobility (mobility), especially after the Second World War, due to the improvements
in wages, the increase in leisure time, the development of technology and transportation vehicles,
seems to have brought along many problems. The acceleration in transportation, improvements,
infrastructures, increase leisure time and wages, with the effect of technological developments in
the period from 1945 until today, the tourism industry, which has reached gigantic dimensions
both in industrialized countries and on a global basis it has begun to be included in the public
agenda and to studied how tourism affects the country’s policies, climate, environment and
cultures. Climate change, which has emerged as an important issue in tourism research, is the most
important global environmental and development problem facing the world today. In the current
situation, besides affecting the tourism industry, climate change is expected to deeply affect the
holiday preferences of consumers, the geographical patterns of tourism demand, the
competitiveness and sustainability of destinations, and the contribution of tourism to international
development in the 21st century.
Keywords: climate change, Paris agreement, tourism, environment
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An Evaluation of the Attitudes Towards Sustainable Tourism Development:
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Abstract
The limited number of resources that humanity has creates the responsibility of protecting those
resources and transferring them to future generations. It is vital that the natural, cultural and
historical assets that form the basis of the tourism sector can be sustained without being consumed
by excessive use. Research is aimed to investigate the attitudes of the local people, one of the key
stakeholders of tourism, towards sustainable tourism development. Research population consists
of local people living in Ürgüp destination, which hosts thousands of national and international
tourists every year. According to the data obtained from the study, it has been revealed that the
attitudes of the local residents towards sustainable development of tourism are at a positive level.
In addition, it has been determined that the attitudes of the participants towards sustainable
development of tourism differ, because of gender, age, income, educational status, occupational
status and duration of residence in the destination.
Keywords: sustainability, tourism, sustainable tourism development
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Local Food in the Menus: The Case of Denizli
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Abstract
Local cuisine is an important element in the destination selection of tourists. In this study, the place
of local dishes in the menus of restaurant businesses was examined. Semi-structured interviews
were conducted with hotel and restaurant business managers and chefs in Denizli. As a result of
this study, it is seen that businesses partially include local dishes in their menus, and businesses
take into account profitability, price, value and customers’ taste while determining their menus. It
has been determined that customers prefer familiar dishes more, they tend to other dishes instead
of local dishes due to the fast à la carte service, and they prefer local dishes by researching local
dishes before visiting the destination, and by asking the operators about the famous food of the
region after they arrive at the destination. Businesses do not include local dishes in their menus
due to cost, storage conditions, supply problems according to the seasons, excessive cooking time,
oriented towards a la carte service, difficulty in presentation and tanning of local dishes, requiring
much effort and lack of promotion. Due to the lack of sufficient knowledge about local dishes, it
is concluded that transferring local dishes only with the master-apprentice relationship causes local
dishes to be gradually forgotten.
Keywords: food, local food, menu, Denizli
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Abstract
The aim of the study is to determine the usage areas of the metaverse, that is, the virtual universe,
for the tourism sector and to reveal its positive and negative aspects. The fact that the concept of
metaverse is still new means that industry stakeholders and researchers do not know how to
proceed, and that it is late in raising awareness of the contributions or damages to the field. In this
context, the study also aims to provide a foresight about the metaverse for the tourism sector
stakeholders. In this respect, its contribution to the literature and the sector makes the study
important. The study is based on qualitative research methods. In order to conceptually reveal the
relationship between the metaverse and sustainable tourism, secondary data related to the related
concepts were examined by document analysis. As a result of the study, positive and negative
outcomes were revealed in the relationship between the metaverse and tourism.
Keywords: augmented reality, metaverse, virtual reality, tourism
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Abstract
Local cuisine is the gene that distinguishes the society from others. Because this gene is encoded
with information about the geography where their ancestors lived, their dietary habits, religious
beliefs, migrations, and wars. For this reason, locally produced agricultural productions gain
importance as raw materials for local food production. In today’s conditions, environmental
concerns come to the fore with the increase in population and industrialization. Different
agricultural production methods have been used to produce enough food for the population.
However, these productions increase environmental pollution. In this study, in which the
relationship between the preference of local food, which is an attraction in tourism and which takes
its place in cultural values, and environmental awareness is evaluated, data were collected by
questionnaire technique, one of the quantitative research methods. With convenience sampling,
the data obtained from 419 volunteers in the virtual environment (due to the pandemic) were
analyzed with the SPSS statistical program. According to the results obtained from the study, it
has been determined that there is a positive relationship between local cuisine preference and
environmental awareness. Considering the findings, inferences were made about the causes and
consequences of the relationship.
Keywords: local food, environmental awareness, environmental food, local production,
gastrotourism, culinary culture

277

University of South Florida (USF) M3 Publishing

A Bibliometric Study to Identify Recent Trends in International Tourism
Literature
Aslı Ersoy1 and Rüya Ehtiyar2
1

Independent Researcher, Turkey
2

Faculty of Tourism
Akdeniz University, Turkey

Abstract
This study aims to reveal the development and recent trends of the international tourism literature.
In this context, the answers to the research questions such as what the current themes in the tourism
literature and which concepts are come to the fore were sought. For this purpose, the Tourism
Management journal, which was scanned in the Social Sciences Citation Index (SSCI) and
included in the Q1 (quartile) category of the Scientific Journal Rankings in the field of tourism,
was selected. The data set, which includes 1750 articles published in the Tourism Management
journal between 2013 and 2022, was analysed with bibliometric network analysis using the
VOSviewer program and the results were evaluated. Related articles were examined in the context
of publication information, keyword analysis and citation information. It is thought that examining
the course of the international tourism literature with the main lines will contribute to the
researchers and the development of future research directions.
Keywords: tourism, recent trends, bibliometric analysis, VOSviewer
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and Şef Akademi
Nihan Yarmacı1, Ela Nazlı Köz1, and Beybala Timur2
1

Faculty of Fine Arts and Architecture
İstanbul Gedik University, Turkey
2

Faculty of Tourism
Eskişehir Osmangazi University, Turkey

Abstract
The impressions that individuals form on people they interact with both in daily life and in business
life have important outcomes. For this reason, individuals apply certain impression management
strategies by using various tools. One of them is social media tools that have a huge impact on
public opinion. In this context, this study aimed to determine the impression management
strategies of six individuals who are jury members in MasterChef and Şef Akademi TV shows.
Therefore, the study utilized a content analysis method based on the data collected from their
Instagram posts. The results indicate that the study subjects use impression management strategies
mostly prefer positive strategies, and only two people use negative strategies.
Keywords: impressions management, impressions management strategies, self-presentation,
Instagram
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Abstract
In tourism, it is extremely important to benefit from information technologies and web pages in
order to achieve the management and marketing goals of destinations, to create awareness,
information and convenience in the purchasing preferences of potential tourists who constitute the
target groups. In channels with open-source features such as Wikipedia, page visitors with the
potential to become tourists are provided with the opportunity to access all kinds of information
about destinations and learn what destinations promise. The content created on Wikipedia is
enriched with information added by users, and the perception of destination brand personality
created with the support of relevant public institutions and academics offers the advantage of
increasing the loyalty of tourism stakeholders, especially potential tourists. In this study, by taking
into account the brand personality model of Aaker in Wikipedia, an area that seems to be ignored
in academic circles, the content analysis of the Turkish and English pages in the Wikipedia for
Balıkesir center and its districts as a tourism destination was carried out by using the Nvivo
Program. According to the findings of the research, it has been concluded that there are differences
in the Turkish and English pages of the contents for the Balıkesir destination, the images are shared
at a very low level, the content for tourism attractions is quite inadequate, the expressions that will
reveal the personality of the destination are almost non-existent, and the page contents needs to be
improved.
Keywords: Balıkesir, destination, brand personality, Wikipedia, content analysis
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Abstract
In this research, it is aimed to examine the websites of the world’s best 50 restaurants within the
scope of web-based marketing. In the research conducted for this purpose, the document analysis
technique, which is one of the qualitative research methods, was used. According to the list of The
World’s 50 Best Restaurants, one of the most important restaurant rating systems in the world, the
first 50 restaurants were included in the research. Content analysis was applied to the data obtained
in the research. In the research, it was concluded that the websites were created under the headings
of communication, language and menu in order to be easy to use and that they were quite
functional.
Keywords: fine dining restaurant, web-based marketing, websites, gastronomy
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Abstract
In this study, it is aimed to determine the perceptions of domestic tourists towards Raw food diet,
which is one of the trends that emerge in line with the preferences of conscious consumers in the
science of gastronomy. For this purpose, the phenomenological research type, which is one of the
qualitative research methods, was used in the study. The participants of the research are domestic
tourists. In the research, the data were collected through a semi-structured interview form with 12
tourists determined by the purposeful sampling method. In order to analyze the data obtained in
the research in the best way, descriptive analysis and content analysis were used. According to the
results of the analysis, it is seen that the majority of the tourists have knowledge about Raw food,
and their positive perceptions about Raw food are more dominant than their negative perceptions.
Keywords: raw food, tourist, gastronomy
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UNEP-Sustainable Tourism’s Environmental Purity Principle: A Case Study
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Abstract
This study was carried out to emphasize the negative effects of the tourism sector on the
environment through an example accommodation business. The research examined the
environmental awareness policies of an accommodation business within the framework of the
“Environmental Purity “ principle set forth by UNEP and UNWTO. The research was designed
according to the case study pattern based on qualitative research methods. In this research, the
business was evaluated in terms of the quality certification systems, energy saving, waste
management and the visibility of environmental awareness policies in social networks.
Keywords: environmental awareness, accommodation business, sustainable tourism, case study
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Abstract
In this study, it is aimed to analyze the studies on green restaurants in the literature through a
bibliometric method. Thus, it is aimed to evaluate the performance of research on green restaurants
in the international databases and to shed light on the evolutionary development of studies in this
field through bibliometrics. It is thought that providing a holistic view to the studies on green
restaurants and revealing the possible relationships between them will make important
contributions to the literature. According to the research findings, the number of studies published
in this field in the last two years has increased at least 3 times compared to previous years, and 4
authors have come to the fore with the highest number of publications. While America, South
Korea and Thailand are the countries with the most publications, Tamkang University in Thailand
is the university with the most publications in this field. In addition, the concepts of ‘Green
Pratices’ and Green Restaurant’ show the feature of being the most frequently used keywords and
having the strongest connection with other keywords.
Keywords: sustainability, green restaurant, bibliometric analysis
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Abstract
In the research, bibliometric profiles of publications in which the concepts of sustainability and
aviation are used together were revealed. As a publication, the studies reached by scanning the
words sustainability and airline/airway/aviation in the Scopus database were considered. A total
of 80 studies published between 1984-2022 were the subject of the research. The data obtained
within the scope of the research were reached on January 10, 2022. Examined publications;
publication year, authors, field, institution of publication, country of publication, type of
publication, cited journals and keywords used in the research. Research data were also analyzed
in the VOSviewer bibliographic analysis program. In the VOSviewer analysis program, the studies
were visualized through network maps according to co-authorship status (distribution of authors,
published institution and country) and coexistence (keywords). When the results of the research
were examined, it was determined that the most publications were made in 2021 in the
bibliographic research on the subject, and the most studies were made in the field of social
sciences. In addition, it is seen that three different universities stand out as the broadcasting
university, and the United Kingdom is in the first place in terms of broadcasting country. It was
determined that the most articles were prepared as a type of publication and the journal named
sustainability was the journal that published the most. Finally, it has been determined as a result
of the examination that the most used keyword is “sustainability development”.
Keywords: sustainability, airline industry, airline
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Abstract
It is very important to include animal foods in the human diet. When the animal production data
in the world is examined, it is seen that poultry meat farming is increasing every day. Poultry meat
is the name given to poultry animals whose meat can be consumed, such as chicken, turkey, quail,
goose, duck, partridge. Poultry meat is consumed by billions of people all over the world every
year. Poultry meat consumption amounts vary according to growing conditions, consumer income
level, local cuisine culture, differences in rural or urban lifestyles, consumption frequency and
amount. Since poultry meats have strategic importance in terms of being a source of animal
protein, they are included in various menus. With this study, it is aimed to evaluate the reader’s
concept of poultry meat, its nutritional properties, production and consumption of poultry meat, as
well as examining consumption habits and in Turkey and around the world, as well as its use in
gastronomy. For this purpose, a literature review on the subject has been made and the data
obtained have been compiled.
Keywords: poultry meat, Turkish cuisine, nutrition, gastronomy
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Abstract
Competencies are some characteristics that managers use in the organization. Many authors,
researchers, etc. have done research on competencies. These surveys usually involve managers
working in organizations. Organizations have a great need for competencies. These needs or
requirements are constantly increasing or changing. It is important for organizations to continue
their activities in the long term and to cope with other competitors. In this study, it is aimed to
explain the definition of managerial competencies, their classification, and the characteristics of
different types of competencies. Managers are the advantages they bring to organizations by using
their management skills and their performance. In the study, different types of groupings or
classifications were found by reviewing many studies. These classifications contribute to
improving the functioning of organizations.
Keywords: managers, competencies, managerial competencies
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Abstract
The developments and changes experienced in recent years around the world have also affected
the tourism area and caused countries to seek differently in the field of tourism. One of the most
important developments in the field of tourism is that countries take the concept of sustainable
tourism on their agenda in addition to the traditional concept of mass tourism. With the increase
in the level of prosperity, people’s understanding of tourism and expectations of tourism began to
change and ecotourism, which is a sustainable tourism instead of mass tourism, started to come to
the fore. Ecotourism: it is a sustainable type of tourism based on protecting nature and the
environment, enabling to learn the way of life and culture of the local people in the countryside,
and also contributing economically to the local people. In this study, the potential of ecotourism
of Ulubey district of Uşak province was examined. Ulubey district is 30 km from Uşak province.
The district has a total of 26 villages and 7 neighborhoods. The most prominent feature of the
district is the Ulubey canyons, which take their name. Ulubey canyons are the longest canyon in
Turkey. There are historical monuments, fountains and ancient cities within the borders of the
district. Ulubey district is one of the regions of the Aegean Region with its natural richness,
historical and cultural values, regional products and high ecotourism value. The research was
carried out according to the screening model in the qualitative approach. The data of the study
were obtained through semi-structured interviews and field studies. As a result of the research, it
was concluded that Ulubey district and its surroundings have a very rich area in terms of
ecotourism.
Keywords: Ulubey district, ecotourism, Ulubey canyons
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Abstract
The popularity of tourism as a factor in socio-economic development, as well as its diversity and
accessibility in the last decades, increase competition between world tourist flows. Meanwhile, the
formation of a sustainable tourist flow and the further development of tourism infrastructure
projects require the solution of such common tasks as the unification and diversification of the
tourist product as one of the methods of competition between regions for tourist flows.
Kazakhstan’s goal is to ensure the share of tourism in the total GDP of the Republic of Kazakhstan
at least 8% by 2025 (State Programme for the development of the tourism industry of the Republic
of Kazakhstan for 2019-2025). Kazakhstan has a big territory, which is a main treasure as well as
a constraint for tourism development. In order to increase productivity in both infrastructure and
tourism service clusters, it is required to have a spatial system that will avoid duplication of public
expenditures and increase productivity of private and quasi-public sectors. Kazakhstan with its
huge potential in tourism faces a need of better strategic planning and improvement of the
marketing approach to promote the tourism product. The paper attempts to establish an operational
framework to use marketing policies in promoting tourism product of Mangistau region that would
serve the local and international consumers’ demand. The paper is aimed at solving the following
issues: clarification and concretization of the concept of the regional tourism product;
diversification and unification of the regional tourism product; identification of problems in the
development of tourism in the Mangistau region and its promotion.
Keywords: diversification, tourism product
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Abstract
The current study aims to examine the impact of Human Capital Management Drivers (HCMD)
on Proactive Customer Service Performance and the mediating role of Control empowerment and
Competency empowerment in the hospitality industry. The research data drawn from five-star
hotels of Famagusta located in Cyprus by filling questioners. The study claims that there is a
positive correlation between HCMD and Proactive Customer Service Performance.Besides, it is
suggested that Control empowerment and competency empowerment can play a mediating role on
between HCM and PCSP.
Keywords: human capital management, control empowerment, competency empowerment,
proactive customer service performance
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Abstract
Belek as one the most popular golf destination in Turkey as well as in all over the World attract
considerable appeal of golf tourists however that a smaller number of mass tourists nationally or
internationally. As a popular destination Belek enables different form of natural resources that will
be used for diversifying its target tourist markets rather than golf players or in a collaborative form
with it. It has more potential than it reserves. For this purpose, this study aims to bring out that
potential for the use of diversified tourism markets on the name of leveraging the destination with
the different form of tourism products mainly based on recreative potential. In this sense,
destination deserves reconsideration of tourism planning and realization of its brand quality and
image which is built on its resources that enhanced its brand attributes. The study suggests a
holistic perspective of tourism planning and improvement of destination brand attributes to
develop and strengthen an entire destination brand that also centres on its natural resources and
attractions. And the study explores some challenges about to reach that target.
Keywords: destination branding, destination planning, natural resources, recreation, Belek
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Abstract
Food and beverages sold by a peddler on the streets and in public places, such as in a portable food
cart, food booth, food truck, fair, festival or market, are known as street delicacies. Street flavors
have existed almost everywhere in the world throughout history. While some academics claim that
they are not reliable in terms of hygiene, some researchers have determined that they are not very
different from what is served in the restaurant. Street delicacies that reflect social, economic,
technological, cultural and artistic developments are widely consumed in developing countries and
form a part of the local culinary tradition. One of the reasons why these foods, which are
alternatives to homemade foods, are more economical when compared to hotel and restaurant
prices. The fact that it is prepared and ready for sale provides an advantage, and the fact that the
hygiene conditions are open to discussion has been brought to the agenda by the researchers many
times. Although it is a large sector of the economy in terms of employment and food sales, very
little is known about street foods. Street flavors, which vary according to the socio-economic status
of the buyers and the food culture of the local people, attract the attention of tourists and become
a supporter of sustainable tourism. Legal societies, such as associations and foundations,
established to perform a beneficial service to the society, need to play a role in the promotion and
consumption of street delicacies. Cypriot cuisine was greatly influenced by Greek cuisine and
Turkish cuisine. Due to the location of the island, traces of Mediterranean cuisine can be found in
the Cypriot cuisine. However, despite all these interactions, Cypriot cuisine also has its own
distinctive features. Due to the fertile soil and temperate climate of Cyprus, fresh vegetable and
fruit production is very common. North Cyprus is a location where hundreds of associations and
organizations support these events, where street flavors are highlighted in festivals and fairs.
Although it has not achieved the desired success in the promotion of the island’s vegetables and
fruits, which have a different wealth of agricultural products in each region, it is quite successful
in terms of consumption and being the subject of festivals. The aim of this research is to question
the role of associations in the Turkish Republic of Northern Cyprus on the promotion,
consumption, and importance of street food. The role of this study is to analyze the potential effects
of street food on today’s eating habits of Turkish Cypriots and their cultural scope towards street
food. Besides, both quantitative and qualitative approaches would be used for the measurement of
street food preferences by Law.
Keywords: street foods, Northern Cyprus, Cypriot cuisine, NGOs
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Abstract
One of the popular destinations of Turkey Belek take attention and leads as premier with its luxury
golf hotels and facilities. The purpose of this study is to examine the determinants of satisfaction
levels of golf tourists visiting high class luxury golf facilities in Antalya /Turkey based on
destination brand awareness, destination brand quality, destination brand value and destination
loyalty as destination attributes and to investigate whether those vary across golf tourists’ country
of residence. 150 data collected through a survey of golf tourists visiting Belek region in
Antalya/Turkey in 2019 just before pandemic breakdown. The data was analysed by the means of
correlation, logistic regression and crisscross tabs. The results point out that each destination
attribute effects destination satisfaction in different level.
Keywords: destination attributes, destination brand attributes, loyalty, golf players, Belek
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Some Implications for the Mission and Visions of Tourism Non-Governmental
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Abstract
Today, non-governmental organizations (NGOs) are gaining importance day by day. In this study,
an evaluation is made on the mission and visions of non-governmental organizations serving the
tourism sector in Turkey. In this way, it is tried to determine the contributions of these
organizations to the field. For this purpose, first of all, NGOs in the field of tourism were
determined. Then the concepts of mission and vision are explained. The NGO missions and
visions, which are active in the literature and web resources through the web page scanning
method, the mission and visions of the NGO were examined. The information obtained; It shows
that NGOs in tourism serve different statuses as unions, foundations, associations and unions. The
common mission of all NGOs; It has been determined that the aim is to provide total development
and development in tourism. Common areas that emerged as a vision were identified as quality,
education, environmental protection, creating employment policies, protecting employee rights
and sustainable tourism.
Keywords: non-governmental organizations, tourism, mission, vision
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Scope of Rural Tourism Inroads Through Non-Vegetarian Gastronomic
Tradition in Western Himalayas: The Hindu’s Bakrid
Rohit Chauhan
Institute of Vocational Studies
Himachal Pradesh University, India

Abstract
This study explores the potential of rural gastronomic capital as tourism product in Shimla district
of Western Indian Himalayas keeping in view the sustainable community-based approach.
Bottom-up community driven approach is essential for sustainable tourism development and the
state under study accounts for 89% of rural population. Gastronomic tradition is one such approach
involving a large number of populations bringing them direct benefits. In this study a mixed
research design was adopted for first identifying themes and lately looking for scope in a broader
area. For getting initial idea 16 interviews were conducted. Upon analyzing the responses from
this pilot interview study, one gastronomic tradition was identified as a popular festival celebrated
with a potential of attracting tourist. In this festival a lamb is butchered at household level in 8 of
16 tehsils and various delicacies are prepared of the lamb meat including naturally dried mutton,
sausages and several more dishes particularly during the winters. A questionnaire was thereafter
developed to further conduct the study with a household sample each from 293 villages to analyze
the future potential and acceptability of non-vegetarian gastronomic traditions as a tourism product
and to identify prospects of current transition in this gastronomic tradition.
Keywords: gastronomy, rural capital, rural tourism, traditions, cultural tourism
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Abstract
The search queries in google of a visitor can illustrate many things as well as next visiting
destination. Google Trends is a Google web that evaluates the frequencies of search queries across
diverse regions and languages over time. Besides, economic factors, including income, the relative
prices, and relative exchange rate usually influence the international tourist demand. However,
there are different conclusions in different settings. The ARIMAX (autregressive integrated
moving average cause effect) model is an augmentation of the ARIMA (autregressive integrated
moving average) and is a causal time-series regression model that can consider the influences of
both endogenous and exogenous variables, as well as impulse effects. Accordingly, this work
presents the ARIMAX model for forecasting numbers of international business tourists visiting
Taiwan from Japan and provides an analysis of the effects of big data and economic factors. The
results reveal that business tourists are influenced by seasonality, Google Trends, and relative
exchange price, and not influenced by income and relative consumer price index.
Keywords: big data, forecasting, business, tourism demand
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Features of the Business Activities Development in Tourism Enterprises
Akmal Khudaykulov and Eldorbek Umronov
Department of Economics
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Abstract
The article discusses the effectiveness of doing business in tourism enterprises on the specifics of
business development. The essence of the concept of tourism, the classification of the main
elements of tourism activities, the specifics of tourism services and their content, the elements of
business development in tourism enterprises and the structure of tourism infrastructure have been
formed and based on theoretical and practical research.
Key words: tourism, tourism resources, tourism industry, tourism activities, tourism services,
tourism network infrastructure, tourism and excursion network infrastructure.

297

University of South Florida (USF) M3 Publishing
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Abstract
AR is the process of using technology to add digital elements onto a live-streaming video or the
user’s view of the real world. Used through smartphones, the AR will benefit from GPS technology
letting users identify their location to control the device orientation. This technology captures a
current image and integrates the new information into the picture (Azuma, 2017; Azuma et al.,
2001; Çeltek, 2015; Berryman, 2012; Craig, 2013; Höllerer & Feiner, 2004,). Augmented reality
(AR) is a new technology that adds ‘enjoyment’ to real-world environments by enriching them
with virtual objects. AR utilizes devices such as smartphones or tablets to expand ‘reality’. They
help gain information about users’ immediate surroundings via a kind of geolocation and use this
information to superimpose virtual objects into reality (Çeltek, 2021). Augmented reality is using
in education, marketing, guiding and gamification applications in the tourism industry. Especially
last decade augmented reality games are mostly used by museums and destinations. As McCall et
al. (2011) define it, AR gaming integrates audio and visual content into the real-time environment
of the users. Indeed, virtual, location-related, and contextual information is embedded into a
physical site in AR game environments. In an AR game, a pre-created environment is
superimposed over the present environment of the users, which might be something simple like a
board game simulated on a table surface, or more complex, like an environment built from
whatever is present in the users’ real environment (Azuma, 2016). For example, there may be ingame characters climbing, dancing above Picasso’s paintings, or the sculptures exhibited in the
museum can give you the information in the treasure hunt AR game. Tourist AR games may be
designed for single or multiple players, for example, family members or friends, or other travelers,
and offer several activities such as visits to museums or photoshoots. This makes the travel
experience unique for the tourists, hence the increased quality of the tour. In addition, such AR
games help raise the awareness of tourists about travel destinations and tourist attractions in an
entertaining way. AR games help promote brands, destinations, hotels, museums, and restaurants
at different levels by either including the product in the game without giving it an active role or
making the product an integral part of it. With an AR game, there is the potential for promoting
and branding because people get pleasure from games that use AR applications since they connect
the digital world with the real world. Businesses can take the advantage of this trend by making
their own AR games or by profiting from existing ones. Therefore, the main purpose of this paper
is to look at the potential of AR games in the tourism industry. The paper presents examples of
AR games in the tourism industry.
Keywords: augmented reality, location based augmented reality games, gamification in tourism,
augmented reality games in tourism
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Abstract
This study aims to determine the current status and development level of publications on cultural
heritage tourism in international literature. Studies in the international literature done about
cultural heritage tourism between 1999-2021, were examined within certain parameters. The Web
of Science (WOS) database was searched to access scientific studies on the concept. As a result of
the search, a total of 210 scientific publications on “Cultural Heritage Tourism” were found and
subjected to bibliometric analysis. The VOSviewer program was used for the analysis and
visualization of the data. All publications are classified according to many criteria such as the
number of publications, publication types, publication years, authors, countries, languages,
research areas, places of publication, citations, and institutions. The results of the network analysis
for all publications are presented. It is expected that the findings of this study will contribute to
this field, especially since a limited number of studies have been made in terms of cultural heritage
tourism literature. In addition, since the results of this study fill the gaps in the field of cultural
heritage tourism in literature, it is thought that it will be a guide for researchers who want to
improve themselves in the relevant subject.
Keywords: cultural heritage tourism, bibliometric analysis, web of science
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Abstract
According to The Financial Times, one of the UK's leading newspapers, Iran is considered as a blessed
country, with great natural resources, sprightly various cultures and is becoming a country more than
just resource-rich developing economy’ (Financial Times, 2016). Conversely, the tourism industry in
Iran has been suffering from a wide range of issues during the past years, counting over-dependency
on oil revenues, economic sanctions internationally, instability in the middle-east, negative image, as
well as poor management (Khodadadi, 2016). This paper is focusing the tourism development barriers
of Golestan province in Iran. Tourist income is considered as dominant income of the Golestan
province because it is adjunct to the Caspian Sea (largest lake in the world), encompassing the greatest
national park of Iran (Golestan national park) with high bio-diversity potentials. Generally, tourist
attractions of Golestan province include Mountain and mountainous areas, Plain and plateau, Marine
and coastlines, lakes and bays, Jungles and forestry parks, Waterfalls, rivers, springs and, Mud
volcanoes. All these natural resources as well as cultural diversity, and historical sites of the province
have the immense potential of tuning the Golestan province to Iran’s major touristic destination. But
the current tourism development of the Golestan province is not enough regarding the inherent
potentials of the province (Modiri et al 2012). To achieve tourism development in a region or country
comprehensive investigations must be conducted. With a comparison of successful and unsuccessful
tourist destinations, worthy of noting that logical planning is an important key in tourism development
(Inskeep, 1991). Furthermore, to provide high-quality service to overwhelming groups of tourists,
optimized planning of international tourist affairs is necessary especially in Iran (Ghaderi &
Henderson, 2012). Over-dependency on oil revenue has caused a one-dimensional economy in Iran.
Investigations in the tourism sector as well as the application of best strategic planning are considered
as one of the solutions for achieving a multi-dimensional economy (Nematpour et al., 2020). Tourism
development can provide alternative income sources for the vicinity, and in turn could result in higher
levels of GDP and GNP in Golestan province and the country and improve, the national economy in
the long run. Shortages of national income, over-dependence on oil revenues, and weak economic
conditions altogether call for tourism development for achieving economic development in Golestan
province. In contrast, considering the side effects of tourism on the environment, culture necessitates
the intelligent management and application of tourism development plans. Besides the aforementioned
large-scale barriers, several other unknown small-scale barriers hinder tourism growth in each region.
Therefore, the current study will use a qualitative research method (Alipour et al., 2017) to understand
the chief obstacles to domestic tourism growth in Golestan province. Interviews with selected main
stakeholders of tourism will be conducted to achieve the objectives of the research. The implications
can help tourism policy makers in the region to overcome the likely problems and contribute to the
employment and development of the region.
Keywords: tourism development, barriers, Iran, strategic planning
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Abstract
The Islamic hospitality emerged within the cultural transformation between tradition and religion
context. Throughout history, the Islamic hospitality it spreads to all parts of the world together with
the adoption of Islamic faith and lifestyle. Today, the it is visible to identify the Islamic hospitality in
many shapes and form of social activities and also commercial industries sectors. Once of the
significant form of brand of the Islamic hospitality is the halal industries, which covers food, services,
tourism and more based on the increasing demand on the Muslim market. However, the negative
concept of Islamophobia that are dominantly prompted by western has created certain level of impact
to the Islamic hospitality and also halal industries, which been highlighted by several studies. The
concept of Islamophobia has increased and overshadowed the Islamic hospitality industries that require
great attention through the intellectual discourse between Islamic and western hospitality. For this
study, it will consist of six sections, starting with an introduction to western hospitality. Next, the
Islamic Hospitality history assessment was extracted from Youssef Chapter (Quran). An emphasis on
the Host-Guest Relationship (HGR) paradigm aligned with specified segments. Then, the traveler
typology and travel archetype of the Muslim world. The final section of the article discusses
Islamophobia in the hospitality industry. Diagrams are illustrated to facilitate comprehension and
exploration. This article gives analytical standpoints about the future of Islamic Hospitality in
Malaysia. As opposed to Islamic Tourism, literature is scarce on this subject. Nevertheless, both
concepts: Islamic hospitality and Islamic Tourism, should be integrated under similar studies focus.
The methodology of this study will carry out a systematic qualitative review of 102 literature and
analyze it using an exploratory content analysis. This study will review the Irritation Index Model
according to the Islamic hospitality philosophy and provide value added concept to improve the of
Islamic Hospitality, Traveler Typology and Travel Archetype
Keywords: Islamic hospitality, western hospitality, host-guest paradigm, history of Islamic
hospitality, Islamophobia
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